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VOICE of the TRADE 


@DD prices at retail . . . where 
do they come from? Someone has 
said that they first appeared as a 
means of compelling clerks to be 
honest. In the days when there 
were no cash registers, if an item 
cost $3.00, it was thought that the 
clerk might put the money in his 
pocket, wrap up the goods and let 








the customer walk out. Whereas, 
if the price was $2.95, the clerk 
would have to go to the cashier for 
change and the transaction would 
be recorded. 

But Louis Feman of the New 
York Shoe School says the odd 
price indicated a bargain. That it 
also gave a great opportunity for 
the salesman to use that extra min- 
ute of contact with the public in 
suggesting the use, worth or value 
of some other item carried in the 
store. 

When the 6 per cent-less-for-cash 
theory of retailing began, odd prices 
were glorified and still remain so. 


* * * 


NEWS in the paper that Denver 
had seventeen inches of snow 
prompted Jesse Adler to send a 


telegram to Harry Fontius in Den- 
ver, saying: “NEED ANY RUB- 
BERS?” This was signed by thirty 
or more merchants gathered at the 
New York State Shoe Retailers As- 
sociation convention at the Seneca 
Hotel in Rochester. 

The first salute to snow on Sep- 
tember 28. 

* * * 

THE public has a feeling that a 
shoe man knows leather better than 
anyone else. For that reason, con- 
sider the possibilities for Christ- 
mas in the sale of the new antelope 
leather hats, colored suede jackets, 
magnificent in sheen and texture. 
Leather bags, leather belts (partic- 
ularly belts because there is a vogue 
for leather belts) and all of the in- 
cidentals of leather wanted by men, 
women and children. 








Something has got to be done to 
increase the traffic in shoe stores in 
the final months of the year. Lead- 
ing shoe stores, in leading centers 
have been dallying with a few dec- 
orative pieces—more to brighten 
the window than to increase the 
interest in shoes as accessory—but 
now we come to the time when it is 


Page 19 


well to consider the addition of 
these items as Christmas stock in 
the shoe store. 


* * * 


© SHOE buyer operating in a 
city of 15,000 has many problems,” 
says C. H. Flood, who is buyer in 
the Harris Dry Goods Co. in Olym- 
pia, Washington. “When we fit a 


ae 


foot right, we have solved two- 
thirds of our selling problem, even 
when we are dealing with the 
young high school girls. This 
teaching of posture in the schools 
is the greatest thing which has hap- 
pened to the sincere retail shoe 
man. 

“Young girls whose previous 
conception of what was right in a 
pair of shoes was something flashy 
have now changed to being fussy 
about the proper fit. There was a 
time when girls who wore a size 7 
would insist on a 5. Now they 
think nothing of asking for 9 quads. 
The kids are looking for new things 
all the while and we know we can 
not carry the array of fast styles 
which are shown in the popular- 
priced chains. A few sweet num- 
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bers and plenty of sizes in the semi- 
staples and the sport types solves 
our fashion problem. 

“If we try to merchandise real 
high-grade shoes, we can not buy 
intelligently as our volume is not 
enough to allow us to clean out the 
odds. Carrying this stock would 
mean a reduction in the sizes and 
widths of the surer selling num- 
bers. It is remarkable how the girls 
who are inherently style-minded 
will buy the more conservative 
numbers when the question of fit, 
service and store reliability is pre- 
sented to them in the right manner. 
The individual shoe buyer can do 
lots of things for his trade that the 
chain man can not do, if he will 
only just step above them.” 


* * * 


HAPPY birthday to Harry Chase 
was expressed at the New York 
State Shoe Retailers Association 
convention at Rochester, Septem- 
ber 29th, when Harry registered 
sixty-five and was proud of it. 

The veteran secretary of the re- 
tail association was presented with 
a box of Corona cigars by Jesse 
Patton, in behalf of the merchants 
present. Harry responded with a 
graceful speech and _well-wishes 
were expressed all around. 





WILLIAM P. HOGAN, whose 
Brownbilt Shoe Store is in Yank- 
ton, S. D., says: 

There is a subject which is vital 
to all of us in the retail shoe busi- 
ness. Where is this sandal craze go- 
ing to lead the average shoe store? 
Without a doubt every shoe store 
has money, good money tied up in 
a lot of freak sandals. In the last 
month we have seen a lot of “sandal 
feet.” These feet have developed 
bunions, humps, bumps, hammer 
toes and what have you. True, most 
of the younger trade wants to fol- 
low Ginger Rogers or some hot 
blues singer. To be frank, women’s 
feet, especially the younger trade, 
have looked terrible in sandals for 
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—Last week | quoted headlines from 
current newspaper. 

—Practically every front-page head- 
line reflected trouble—wars, 
revolutions, strikes, general un- 
rest and turmoil. 

—Today | quote headlines from first 
page of the same newspaper of 
meaty - five years ago—same 

ate: 


—Astor Wedding Near at Hand 
—Chinese Sack American Chapel 
—Hearst Would Rule _ Illinois 
Democracy 

—Greetings from Peary Again 

—London Optimistic on Morocco 
Crisis 

—Ciara Barton, Red Cross Found- 
er’ Dyin 

—Assails Morals of College Men 

—Many Banks Caught by Skillful 
Forger 

—No Fear of War Shown by 
France 


—Amazing, isn't it, to realize what 
has happened to the human think- 
ing machine since those com- 
paratively peaceful days of 1911. 

—Progress is undoubtedly being 
made in our great social and 
economic scheme of things. 

—But the birth pains of this new era 
are tormenting, to say the least. 


Secs 6 10 


President 








which they paid from $1.88 to 
$2.88. 

“I made a trip this Summer 
through several states, talked to 
many retail shoe merchants and we 
all discussed sandals. One store 
has about 600 pairs of white shoes 
left on the shelves, 75 per cent of 
which are sandals. 

“In the larger centers, where 
women can purchase several pairs 
of shoes a season, sandal types are, 
and should be, considered for for- 
mal and evening wear. But in the 
smaller cities, where a young 
woman tries to make a sandal her 
only shoe, it is about as unreason- 











able as wearing a beaded dress on 
the street. 

“This Fall season many beautiful 
styles have been created in high 
throat pumps and oxfords, straps, 
etc., in closed up footwear. This 
proves shoes can be made beautiful, 
as well as having fitting features 
and not have to be a mess of straps 
and slashes, toeless and heelless and 
without any fit or wearing possi- 
bilities. 

“This store has been operated 
ten years under the Brownbilt 
plan. We are still selling plenty of 
genuine shoes, but give us the busi- 
ness of the woman from twenty-five 
to sixty-five and the other fellow 
can have the sandal trade.” 

* * * 


ERAYMOND G. TWYEFFORT, 
Boot anD SHOE RECORDER adviser 
on men’s fashions and president of 
the National Association of Mer- 
chant Tailors of America, says: 
“Men’s fabrics for Spring and 
Summer will be classified as fol- 
lows: Leisure clothes with unlim- 
ited color and design. Even every- 
day dress will have more color and 
design, and with the influence of 
the coronation in England next 
May, I know there will be an ex- 
plosion of color all over the world 








due to its sponsorship by the King 
of England—who loves color. This 
additional color influence will have 
a marked effect. 

“America shortly will be the 
leader in men’s fashions and new 
ideas, for we are adventuresome, 
and all this is in harmony with our 
miraculous rejuvenation of every 
product in America; transportation, 
housing and dress. 

“Progress cannot be denied.” 

* * * 


MIELVIN T. COPELAND, Pro- 
fessor of Marketing at the Harvard 
Graduate School of Business Ad- 
ministration, in a paper on “In- 
ternational Commodity Prices,” 
said: 

“A moderate upswing in the 
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prices of basic raw commodities 
is taking place in numerous coun- 
tries. This is indicative of the im- 
provement in business that is under 
way abroad as well as in the United 
States. It means that stocks on 
hand are being drawn down and 
that opportunities for increased 
production are improving. 

“In other words, the outlook for 
the producers of many raw mate- 
tials is more favorable.” 


qHis (SA SG /l" 


O's 


**A GLOVE department is very 
essential in the better grade shoe 
stores,” says E. F. Hill, proprietor 
of the Quality Boot Shop, which is 
located in the Davenport Hotel, 
Spokane. Shoes retailing from 
$10.50 and up are featured in this 
smart shoe store, so the experience 
of Mr. Hill in this latest logical 
addition to his stock, is worth 
while. 
Continuing, he stated: “Many re- 
quests from store patrons practi- 
cally forced us to add gloves. The 
store does a fine accessory business 
in pocket and handbags, hosiery 
and flowers. So the rounding out 
of the hosiery department’s service 
to our trade, through adding the 
fifth accessory, gloves, was a nat- 
ural one. A complete line of ac- 
cessories not only raises the unit 
sale from around $10.50 to $15.00 
and in many cases to $20.00, but 
such a line is a great assistant in 
selling a patron all her costume 
color tones at one time. This means 
that what shoes are sold are very 
apt to stay sold, when all the ac- 
cessories are purchased at one time. 
If a customer is compelled to shop 
around for this and that item, she 
may get confused and purchase 
things which, when assembled, 
would not be at all suitable.” 


* * * 


JOHN STROOTMAN, famous old 
shoe manufacturer of Buffalo, New 
York, attended the Rochester con- 
vention. He was hailed by many 
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friends and was the senior shoe 
man there, for at the age of 89 he 
is still active in shoes. 

Retiring as a shoe manufacturer 
some ten years ago, he has con- 
tinued his interest in footwear, 
maintaining an office in Buffalo 
and helping many people who have 
foot and shoe troubles. It is mostly 
a work of love for the human race 
and he sums it all up: “I read 
the inside of a shoe. That tells 
me what is wrong and what should 
be done in correction.” The Stroot- 
mans have been in the shoe busi- 
ness in this country for over one 
hundred years—for his father came 
from Amsterdam, Holland, and 
pioneered in shoemaking in Buffalo. 

The vigor, alertness and interest 
in people and shoes shown by 
John Strootman are indeed tokens 
of the fact that there is no age 
limit to a man’s usefulness. 


* * * 


@N Thursday evening, October 1, 
a dinner -was tendered to J. H. 
Adler,.founder of Adler Shoe Com- 
pany, at the Restaurant Versaille, 
New York City—to observe his 
seventy-seventh birthday and to 
celebrate fifty years in the retail 
shoe business. 

It was a family affair, with all 
of Mr. Adler’s six children and 


their families in attendance (one 




















daughter and her husband coming 
from Beverly Hills, Calif.). 

J. H. Adler, with his brother, 
entered the retail shoe field fifty 
years ago, opening their first ex- 
clusive men’s shoe shop at 152 East 
125th Street, New York City, and 
from this beginning has grown the 
well-known popular chain of Adler 
shoe stores—17 in number, which 
dot the metropolitan sections from 
New York to Newark. Mr. Adler 
is still active in the affairs of the 
shoe company and attends business 
each day. 


* * * 


MIOE JACOB, president of the 
H. Jacob & Son Shoe Company, is 
the new chairman of the shoe sec- © 
tion of the 20th annual Roll Call 
of the Brooklyn Chapter of the 
American Red Cross. 

Mr. Jacob, whose company has 
one of the largest number of em- 
ployees and the largest pair output 
of any shoe manufacturing firm in 
greater New York, is issuing an 
appeal to all of the shoe firms in 
Brooklyn to turn in a one-hundred 
per cent roll call this year. 

Mr. Jacob, who also is _past- 
chairman of the Stitch Down Shoe 
Manufacturers Association, has 
long been active in Brooklyn in the 
Jewish Federation Drives and in 
the Zionist movement. 
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“We can't get the boy shod today, nohow." 








THE sport year is alas not all “sunny weather” and Winter now 
claims attention with the increased popularity of ski-ing. Although 
not a new sport in this country, ski-ing jumped to the fore last year 
when the fad literally swept the country. The reason for this tre- 
mendous increase in popularity cannot be traced to any one source, 
although several reasons have been given. Thousands of persons 
of all ages took up this sport last year who had never been on a 
pair of skis before. 





It is not logical to think that those persons who spent money on 
ski outfits last year will discard the sport this year for something 
new. Ski-ing will meet with increased popularity this season and 
the forecast says that it will be larger than ever before. Certainly 
the elaborate plans being made by the railroads, hotels and state 
and city groups, lend authenticity to this prediction. Last year rail- 
road lines running snow trains to the ski-ing centers, carried a total 
of approximately 10,000 persons a [TURN TO PAGE 48, PLEASE ] 




























High cut oxferd types ef rubbers 
are developing steadily in import- 
ance, te go with high[eut shoes. 
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SEASON 


RUBBER 
FOOTWEAR 


THERE are. two easy ways to sell rubber footwear. 
One is to let the Weather Man turn the trick. Just wait 
for a blizzard or a hurricane. Customers come in auto- 
matically. They take what they can get and have to like 
it. The other simple method is to let Old Man Price 
do the job. Buy the cheapest thing to be found. Sell it 
at the lowest possible mark-up. And if that doesn’t 
work, cut the price some more and move the merchan- 
dise out! 

Too many stores still follow these two lines of 
least resistance. But every year more stores are putting 
the selling of rubber footwear on a profit-making, 
good-will-handling basis. Expertly bought and skill- 


The new suede-finish 

rubber with bright con- 

trast —Goodrich Rub- 
ber Co. 


Sharkskin-finish trim in 
a monk type from Endi- 
cott Johnson 


Satin-finish snap model 
7 from Hood Rubber. 


White raincoats crop up 
like mushrooms in the 
rain and white ocershoes 
and gaiters grow more 
salable every season. 














by RUTH HARRINGTON 


fully sold, rubbers and galoshes can bring substantial 
volume all through the Fall and Winter months. 

Such stores find at least three ways to interest cus- 
tomers in protective shoes, beyond the two simple ap- 
peals of necessity and price. 

First they play up to the customer the convenience 
of buying galoshes or overshoes at the same she buys 
her shoes. She saves herself an extra trip. She is so 
much surer to have an overshoe that fits when she se- 
lects from complete stocks. She will be glad she bought 
early, for when she takes a motor trip or goes to a 
football game, warm foot-covering will prove very 
welcome. [TURN TO PAGE 53, PLEASE] 
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Illustration at right, top: Black fur- 
trimmed velvet boot by Mishawaka 
Rubber & Woolen Mfg. Co. Below: 
New spiral boot, in velvet, with no fas- 
teners, and pale gray motor boot by 
Cambridge Rubber Company. 


New Models in rubber gaiters. 


Left to right, top row: 
A tailored three-snap 
model from Mishawaka 
Rubber and Woolen 
Mfg. Co. A tweed pat- 


tern with patent-leather 
finish trim from Beacon 
Falls. Kid finish gaiter 
from Goodrich. Second 
row: Tailored slide-fas- 
tener model from Con- 
verse. Two-snap gaiter 
with checked spat effect 
and the new back-snap 
gaiter that can be taken 
off with the touch of a 
finger—both from U. S. 
Rubber. 





Left: The rubber boot that can 
be rolled for convenient packing 
—by U. S. Rubber. 




















MIUST the foot shape or adapt itself to the internal 
contours of a shoe? It seems from a layman’s point 
of view, that “breaking in” a shoe has more to do 
with flexing the sole leather than anything else. This 
idea is wrong. It goes back to the last over which the 
shoe was built. Instead of breaking in or flexing the 
leather of the shoe, the foot must be “broken in.” 
This means the foot is forced into a standard mould 
of a last as expressed in a shoe, when in reality the 
foot is far from correspondingly “standard” in lines 
and contours. 

Depending on the quality of the shoe, will the 
upper “give,” that is, yield to foot pressure? Hand 
lasted shoes versus machine lasted shoes will “give” 
less, because the stretch is taken out of the upper by 
the hand operation to a much greater degree than 


VARYING ARCH ELEVATIONS OF FEET 
STATE OF PHYSICAL CONDITION MAY 
DETERMINE ARCH ELEVATION 
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Chapter 5 In A Series 
by BENJAMIN HARBISON CORT. 


with the machine method. The upper “gives” to 
the maximum point of elasticity in ratio to the 
pressure exerted against it. An _ individual’s 
weight and softness of the foot have a great bear- 
ing on pressure developed, as the feet expand 
when in action, compared with composure. Be- 
yond the maximum yielding point of the upper 
leather, the feet must yield to any further resis- 
tance. 

There are two forces actively working. 
First, the resistance of the upper-leather up 
to a certain point, and, secondly, the resis- 
tance of the foot up to the point of discomfort. 
The common results of breaking in the foot are 
blisters, corns, callouses and a burning sensa- 
tion, all of which are indicative of adding further 
unnatural shaplessness to the feet. Continuous 
persistence of breaking in the foot produces 
varying degrees of hallux valgus and hammer 
toes. Many other ills of the feet develop. 

It is, therefore, evident, when a man completes his 
wardrobe, it is valuable to him to have as many 
if not all his shoes on the same last and the same size. 
The adaptation of the foot to the one style of last 
makes all shoes comfortable to the degree that his 
feet are broken in to the measurements and contours 
of such a specific last. Contrasted to this, the ward- 
robe made up of six to twenty pairs of shoes on varying 


USE OF PLATE 
APPLIANCES SHOWING ARTIFICIAL ELEVATION 
OF ARCH. 
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the Foot Shape or Adapt Itself 
to the Internal Contours of a Shoe? 


Highly Individualistic Feet Go into Fairly 
Standardized Shapes in Shoes. W H Y ? 


lasts requires a readaptation of the foot every time a 
different pair of shoes is worn that was made on a dif- 
ferent last. Certainly they all cannot equally look 
good and be comfortable. It is a clear case of mould- 
ing and remoulding the foot over and over as the 
different lasts are worn. The axiom here is, when the 
foot is once broken in or shaped, do not rebreak-it-in, 
by changing to something radically different, unless 
the present wardrobe is junked and a whole new 
wardrobe is set up based on any new trends. The foot 
will be uncomfortable while it is subjected to the-break- 
ing in period of reformation to new conditions necessi- 
tated by the new model. 

There are two groups of consumers who never have 
the experience of breaking in the foot. In the first 
group are those who keep repeating the last that 
their feet are accustomed to. Year in and year out, 
they stick to that specific model. Perhaps, these in- 








dividuals are not ultra style conscious, having grad- 
uated from that class. Yet they remain conservatively 
stylish. This group represents the bread and butter 
class of customers who buy the staples. They are good 
customer-advertisers, for, without knowing the reason, 
they praise the store’s merchandise because it is com- 
fortable. Yes, and serviceable. Once the foot is 
formed to a certain last, the resistance about which 
we spoke is not very great, hence the shoe continues 
shapely during its lifetime. After all, the important 
factor causing shoes to lose their shape is the resis- 
tance of the foot to the last that forces the shoe out 
of shape. This particular group represents a clientele 
so well known as satisfied customers. 

The second group, so blessed, as those who have 
their “own” lasts. Their wardrobe is made up of shoes 
on the individual’s own property. How could shoes 

[TURN TO PAGE 35, PLEASE] 
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C. M. STENDAL, Minneapolis. 


AS farming goes, so goes business in Minnesota. Gen- 
eral business conditions within the State of Minnesota 
are directly dependent upon farm buying power, and 
it is estimated that the income of farmers within the 
state will be $300,000,000 in 1936, a 15 per cent in- 
crease over 1935. 

Minnesota ranks first in the nation in production of 
creamery butter, flax and rye. Twenty-seven per cent 
of the state’s farm income is from dairy cows, a cash 
income which is distributed throughout the year, and 
nine out of 10 Minnesota farmers milk cows. 

That the residents of Minnesota have been good 
spenders is shown by the fact that per family expen- 
diture in 1933 at retail stores, and for services, amuse- 
ments and hotels in Minnesota was $1,052, as com- 
pared with an average of $929.56 for the United States. 
Expenditure at department and general merchandise 
stores in 1933 was $142 per family for Minnesota, 
while the average for the United States was $107.44. 

Three cities serve Minnesota and the Northwest as 
distributing centers and shipping points. Minneapolis 
and St. Paul form the nucleus of the Twin City metro- 
politan area. Duluth, third largest city in the state, is 
160 miles north of the Twin Cities. 

Minneapolis, largest of the three, is at head of navi- 
gation on the Mississippi River. A population of 864,- 
094 is within a radius of 20 miles of Minneapolis, and 
1,767,000 people are within 100 miles of Minneapolis. 

Known as the “Flour City,” the general offices of 
the world’s largest flour milling companies are at 
Minneapolis, as are some of their mills. In the U. S. 
Department of Commerce retail census of 1933, Min- 
neapolis was shown to have 80 shoe stores, with net 
sales of $3,397,000. 

Employees of all industries of Minneapolis received 


HMIGH-WAYS 
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TO 


BUSINESS 


by Albert Whipple Morse, Jr. 


average weekly earnings of $25.69 in June, 1936, com- 
pared with $24.62 in June, 1935, as shown by reports 
of the Minnesota State Employment Service. 

“We're going places,” prophesies C. M. Stendal of 
Minneapolis. “From the first of 1936 until the last of 
August, my store showed a normal increase in busi- 
ness, and the first half of September was double in 
sales what we did in the same period in 1935. Busi- 
ness will show a steady gain, a substantial improve- 
ment all through the Fall and Winter, and next year 
will be far superior to this year. We’re going to have 
the biggest business we have ever had.” 

“Stendal the Shoeist” is always looking ahead. When 
he started in business in 1915, he was told it was the 
wrong time to start a store, and seven years ago he 
moved to his present location against the advise of 
others, but since then, 21 stores have moved toward 
him. Even though a person just moves around the 
corner, it takes five years to recover the lost business, 
he says. 


TWENTY-TWO years ago Mr. Stendal coined the 
word, “shoeist,” believing a shoe expert should have 
professional standing like dentists and others. Ladies’ 
shoes are sold by Mr. Stendal at $8.85 to $12.50, with 
the volume spot $10.00, on the main floor, and from 
$5.00 to $6.75 in his other department, known as the 
“green room,” where most sales are at $6.75. Men buy 
from $5.00 to $25.00, and chiefly at $12.50. He sells 
no boys’ nor children’s shoes. 

Napier’s, Inc., Minneapolis, has been a quality house 
since it was established in 1919. Ladies’ shoes are 
sold from $6.75 to $16.75, with the volume of sales at 
$10.75 and $12.75. Most of the $6.75 line has been 
eliminated, with a resulting increase in price-per-sale. 

“Up to the middle of September we had a substan- 
tial increase over last year, and Fall sales have been 
very active,” relates G. H. Sauer, manager of Napier’s. 
“All of our shoes are higher in price than they have 
been in past years, and there seems to be no price 
resistance at all.” 

A customer is met at the front of the men’s shoe 
department of Maurice L. Rothschild & Co., Minne. 
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How the Shoe Merchants of Three Leading Minnesota Trading 


Centers Are Making the Most of their Opportunities in Getting 


More Shoes Sold Right As Told by the Merchants Themselves to 


Boot and Shoe Recorder’s Traveling Correspondent. 


apolis, with a cheery “Hello” or “Good Morning,” and 
he is seated while he is shoe-minded. He is not given 
a chance to look at the shoe displays and then wander 
off before anyone speaks to him. 

“We're selling as many units in shoes right now as 
we ever did at the ‘peak’ in 1929 and before,” declares 
Henry A. Mickelson, buyer at Rothschild. “People 
have their confidence back, and are buying more quality 
shoes. We are taking off $3.50 shoes from feet that 
are going into $7.50 shoes. This year up to the middle 
of September we’ve had an increase of more than 25 
per cent over last year’s business.” 

Men’s shoes sell from $5.00 to $13.50 at Rothschild, 
with the volume of sales at $7.50. Boys buy at $3.50 
to $5.50, and chiefly at $4.00. 

A friendly atmosphere exists at the Minneapolis 
store of French, Shriner & Urner, where men are en- 


couraged to come in and pass the time of day whether 
they intend to buy anything or not. No effort is made 
to hurry anyone. V. A. Bostrom, manager, says that 
with trees, spats, rubbers and overshoes occasionally 
purchased with shoes, 12 customers a day easily brings 
$200 worth of business. 

“We have had increases of from 18 per cent to 47 
per cent in business each month since the first of 1936. 
as compared with the corresponding month a year ago,” 
is the pleasing report of Mr. Bostrom. “Our smallest 
increase was 18 per cent, and that was in July, and our 
largest increase was in August, when it was 47 per cent. 

“Our top-grade shoes are making greater gains than 
our cheaper ones, and sales on our best shoes are in- 
creasing all of the time. Our prices are from $7.65 
to $14.50, with the greatest volume of sales at $10.85.” 

[TURN TO PAGE 44, PLEASE] 
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Publie Cannot Resist Buying Desirable Things 





GIVE the public something they want and they will 
buy. Make no mistake about it. The American public 
has readjusted its ideas and is again in a buying mood. 
Quick to forget its cautions and its thrift in the depres- 
sion period, it is now active at retail and the last quar- 
ter of the year should be the best. May we give you 
a little example: 

One of the young ladies in our office brought in a 
gorgeous traveling slipper kit. The orchid satin pouch 
contained a pair of like-tinted slippers, made in the 
same material but with kid soles and an innersole of 
soft, downy fleece. In no sense was the sales item a 
practical, every-day necessity. It was a foot vanity, 
frivolously colorful. And yet, would you believe it— 
many of the young ladies bought the traveling outfit, 
even though they had no thought of traveling. They 
could not resist buying the beautiful item even though 
they needed the money for necessities. 

In other words, the sales appeal of the slippers was 
too great for them to resist. Maybe shoe stores have 
been vending too realistic merchandise! . Maybe they 
need a little touch of imagination! Maybe the public 
wants to be a little extravagant in its footwear! It has 
already demonstrated that it can be extravagant in its 
hats, its dresses and its furs, so why not shoes. Believe 
it or not, but a jeweler came into the office the other 
day to ascertain where gold and silver and bejeweled 
footwear might be obtained because he saw a market 
for footwear above $25.00, if it was displayed and pre- 
sented in a luxury store, as a luxury item. Not that 
he intended to put in a shoe department but he did 
want to emphasize adornment from head to foot. 

Nothing has demonstrated better the effectiveness of 
retail shoe merchandising than the early presentation 
of ankle-high boots. Several merchants have already 
put in reorders. The boots have captured the imagina- 
tion of the feminine public—first because they are new 
and second because they have that important element 
—value in use. The impelling motive for buying the 
shoes may be fashion but there is an element of good 
common sense in wearing, in wintry weather, footwear 
that’s a little bit more substantial than indoor sandals. 
It is obvious that something would come along. The 
common sense of the American public, masculine and 
feminine, indicates an interest in boots, semi-boots and 
perhaps we will have high boots again because the 
public would rather have the right footwear for the 
right purpose than money in the pocket. 








By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


When footwear becomes more fashion-perishable, 
salesmanship must be made a very active art. A stock 
of standard shoes may be good to the last pair but 
extreme novelties need the ever-watchful eye of the 
merchant. In the last quarter of the year, fancy foot- 


“wear will give an opportunity for a little bit better 


margin of profit, justified by their novelty and also 
their perishability. A longer mark-up covers the risk 
as well as the opportunity. 

We hope that the return of active salesmanship is 
made visible in the window and most evident in the 
contact of the clerk with the customer. A stale-shoe- 
selling Christmas period is an insult to the merchandise 
and the opportunity that presents itself during the holi- 
day weeks. 

Now is the time to plan; and the promotion should 
start with the purchase of the goods—not with the ac- 
tual delivery in the store. There has been far too much 
of belated promotion, when it is obvious that sales plan- 
ning should start with the order. 

We never could understand why it was that the 
principal philosophy in the sale of shoes was: 
“We save you money so that you can spend it 
elsewhere.” If the public has money to spend, 
why not make the shoe store and its merchandise 
attractive for the spendable dollar—rather than 
hitching up the shoe to some theory of altruistic 
welfare? 

Certainly no article sold at retail gives so much in 
use-elements, plus satisfaction, as footwear. If every 
shoe, everywhere, were automatically increased ten 
cents per pair, the public would pay willingly and ap- 
preciatively to an industry from tanner to fitting stool 
that well justifies that thin dime of profit. For profit 
is spread pretty thin in footwear and it is largely due to 
a lack of appreciation of good shoes, made and sold. 

So we hail the return of salesmanship to the shoe 
store, after a period of some years when we have been 
selling fears to the public as well as ourselves. The 
public is now being given a chance for a choice and also 
an opportunity for an expression of pride in possession. 
Nothing else matters greatly because the final customer 
judges footwear value by its use and fashion. 
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MANUFACTURERS Pay a PREMIUM 


Sure it costs more! It’s the finest, handsomest, most com- 


fortable and longest wearing heel yet designed. 


But there’s an additional reason why manufacturers are will- 
ing to pay a premium price for this new heel. They know it 
identifies their shoes with “the greatest name in rubber”— 
and makes the retailer’s selling job easier. Because people 
“go” for the things they recognize as best! 


MORE PEOPLE WALK ON socom THAN ON ANY OTHER KIND 


When writing advertisers please mention Boot and Shoe Recorder 





CHICAGO 
Combats COMPARATIVE PRICES 
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Merchants Set Up Standards and Expect City-Wide 
Adherence te Rules 


SETTING up standards and regulations on compara- 
tive prices has been attempted in shoes in a number 
of cities over the past two years; but now comes an 
acceptance of the principle for all stores and all mer- 
chants—and Chicago leads the way. The first attempt 
in the direction of improving the ethics of retailing, 
has been the setting up of standards for testing the 
accuracy of comparative prices and values. The ma- 
chinery for its enforcement will be under the Better 
Business Bureau of Chicago. To determine the honesty 
of comparative prices, the following standards have 
been set up—extreme violations of which will result 
in charges under the Illinois law pertaining to false 
advertising: 


Standards for Testing Accuracy of 
Comparative Prices and Values 
(Effective October I, 1936) 

To establish accurate, truthful and confidence-build- 
ing standards for the use of comparative prices and 
comparative values, the following rules have received 
endorsement from the Board of Directors of the Chicago 
Better Business Bureau, Inc., and are effective Oct. 1, 
1936: 

Comparative Prices 


A comparative price is the figure used in advertising 
at which the identical merchandise on sale, and in the 
merchant’s own store, was marked prior to its present 
announced selling price. 

EXAMPLE: Men’s suits formerly $35.00—reduced 
to $20.00. 

A comparative price must not be used unless that 
comparative price shall be the last and immediately 
preceding actual figure at which the article or articles 
were priced in the merchant’s own store. 

Provided, however, that reference may be made to 
the first price placed upon any article or articles by 
the use of the word “originally,” displayed in reason- 
ably prominent type. 


Comparative Values 
A comparative value is the figure used in advertis- 
ing which attributes to the article on sale an intrinsic 
worth higher than its present selling price. 


EXAMPLE: Women’s gloves, $3.50 values—$2.00. 

Merchandise must not be advertised or offered for 
sale concerning which a comparative value is used, 
or any word, phrase, sentence, figure or sign which, 
as used in featuring merchandise, conveys or tends to 
convey the inference that the article or articles have 
greater value or are intrinsically worth more than the 
advertised or quoted sales price, unless 

It can be established that the same article or articles 
(or articles comparable thereto in style, workmanship 
and material) are generally on sale in a reasonable 
number of other stores at regular prices on the business 
day previous to that on which the advertisement appears, 
at a figure substantially equal to the alleged compara- 
tive value or values thereof. 

On receipt of complaints, whether said complaints 
originate with customers, competitors or with the 
Bureau, the following procedure will be adopted: 

1. In the usual manner, and without, of course, re- 
vealing its identity, the Bureau will purchase samples 
of the advertised merchandise concerning which com- 
parative value claims are made. 

2. The Bureau will procure, from the regular stock 
of cooperating merchants, comparable merchandise 
regularly priced and on sale at the comparative value 
figure or figures employed in the copy, on the business 
day next preceding the appearance of the advertise- 
ment. 

3. On assembling the merchandise purchased and 
that obtained for comparison therewith, the Bureau 
shall make careful examination thereof for the pur- 
pose of determining whether the merchandise pur- 
chased and advertised is fairly comparable to the mer- 
chandise procured for comparison, under the plan 
herein outlined. 

4. If the Bureau decides in the affirmative, all mer- 
chandise purchased or procured shall be returned for 
refund or credit, and the case closed. 

5. If the Bureau decides in the negative, it shall 
notify the advertiser of ‘its findings and the advertisers 
shall thereupon be accorded an opportunity to justify 
the comparative value or values used. 

Provided, however, when the Bureau has once 

[TURN TO PAGE 41, PLEASE] 
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“BOOT HILL 
CEMETERY” 


In the old days of the cattle 
drives and the “last Frontier” 





—every thriving cattle town 
had its Boothill Cemetery 
where slow-drawing individ- 
uals were buried with their 


boots on—and the chances 





No. 262—A very attractive 
model “dolled-up” just a bit 
to take it out of the conserv- 
ative ranks ... yet, it’s not 
flashy. Men who like the un- 
usual prefer this style, “a 
perforated vamp ant 
edges. Smooth Black calf, 
Statler Last, Steel Arch, % 
Rubber Heei. 


are they were real Justins. 


Some were notorious gun- 


men who ran afoul of a quick 
shooting Peace Officer... or 
just an unnamed drunken 
cowhand who went wild with 
a six gun and had to be tam- 
ed down with a "colt slug.” 


These marked and unmark- 
ed cemeteries were a part of 
this turbulent country that has 
become the great State of 
Texas, which celebrates its 
100th birthday this year. Plan 
on visiting this romantic 
country—where Justin Boots 
originated. 





$3.85—5% 


a 


ess 


Justin Easy Walkers 
“Carry On” 


These splendid shoes were born with the rich background 
and heritage of the Famous Justin Boots—Quality for 57 years. 
And they're “carrying on’’—increasing the Prestige—winning 
new admirers and serving loyal old friends. Justin Easy 
Walker Shoes are styled by the nation’s leading designers— 
are. made by the same skilled, with the same care, and the 
quality materials that, thru 57 years, have made the name 
“Justin” a quality brand of the West. 


Here’s a line of shoes that are square shooters .. . true mem- 
bers of a fine old family . . . shoes that are made right and priced 
to make a profit for you. Their Quality will please you and 
will keep your customers satisfied and coming back. 


Write today for the new catalog of Justin Easy Walker Shoes 
for Men. We'll be glad to send you information on the other 
Justin Products, too— Justin Cowboy Boots; Justin Lace Boots 
and Military Boots; Justin Work Shoes. 


BOOT MAKERS OF THE WEST 


H. J. JUSTIN & SONS, INC. 


FORT WORTH, TEXAS 


MAKERS OF COWBOY BOOTS—LACE, FIELD 
MILITARY BOOTS—DRESS SHOES FOR MEN— 
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“THE NEXT STEP FORWARD IN RETAILING”? 


**The 
How 
To 
Fix It 


Series”’ 


THE previous chapters in this series have discussed 
fixing the shoe. This final article deals with the more 
general theme of fixing the customer. Here, alas, we 
cannot draw diagrams and charts and say, “Do this” 
or “Do that.” But that, won’t stop us from trying. 

Most stores follow the policy—a correct one—of 
referring all complaints to one person. Let’s call that 
man Mr. Smith. Suppose a customer brings a com- 
plaint to someone else. What shall that person say? 
There is, to my way of thinking, just one correct phrase 
to use: “I'll ask Mr. Smith to look at it.” 

He should never deviate from those three words, 
“. .. look at it.” They do not obligate Mr. Smith in any 
way. They do not approve or disapprove the customer’s 
statements. They do not belittle the salesman who says 
them, nor do they indicate Mr. Smith is a superior 
or an inferior. The first man should say nothing more 
unless he intends to handle the entire situation himself. 
Just say, “Mr. Smith will look at it.” 

If he adds that Mr. Smith will “fix you up,” he puts 
Mr. Smith on the spot. Ditto if he says, “We always 
satisfy our customers,” or other words to that effect. 
Nor does he help Mr. Smith by adding that the shoe is 
easy to fix or hard to fix. And for heaven’s sake don’t 
let him say, “Ill call the complaint man.” And don’t 
tell her what a nice guy Mr. Smith is. Just say, “He 
will look at it.” 

The same goes for phone calls. No matter what the 
complaint, there is only one answer, “Bring them in 
and we will look at them.” She often insists that you 
tell her over the phone what you “will do about it.” 
Even if she says one heel is blue and the other red, 
there is still only one answer, “We will look at them.” 

How shall. Mr. Smith himself greet the customer? 
Well it may sound goofy but if I have been called by a 


°“*FIXING 
The CUSTOMER’’ 


salesman and if I know it is a complaint I usually say 
in my most friendly manner “I hear you are in trouble.” 

Right off the bat that tells her I am the person she 
is waiting for. It establishes a bond of sympathy and 
understanding. No antagonism there as there is in 
saying, “What is your complaint?” Or, “What’s the 
trouble?” Her natural answer would be, “I am waiting 
for-Mr. Smith.” 

Nor do I say, “What can I do for you?” Then she 
would begin to tell me what she wants me to do. I don’t 
want that. I want her to tell me her troubles, then let 
me decide what shall be done. See the difference? 

The next step is to listen to her complete story. We 
all know how irritating it is to be shut off in the middle 
of our telling something. "Tis even so with the com- 
plaining customer. She’ll like you better if you let 
her sing her song, even though she repeat the chorus 
seven times. Never worry; she'll give you your inning 
sooner or later. I mention all this because of the 
importance of getting off on the right foot with the 
complaining customer. 

Maybe you decide the trouble is in her feet rather 
than in her shoes, If so, don’t hesitate to urge her to 
visit a chiropodist, for the chiropodist is the shoe man’s 
best friend if only we realized it. So direct your tender- 
toed customers to a reliable chiropodist. All three of 
you will be benefited. 

Or if you think her case calls for an orthopedic 
physician, tell her so. We cannot pretend that shoes, 
in themselves, have any curative powers. They can pre- 
vent certain troubles. They can relieve certain troubles. 
But when curing is needed send her to those whose 
business it is to cure. 

Here are three complaints in which the shoes can’t . 
be fixed, for the fault is in the customer, not in the 
shoes. 

Perspiration. Our old standby complaint. Perspira- 
tion is acid. It gathers in the creases and hardens the 
leather, causing it to break. The quality of the leather 

[TURN TO PAGE 62, PLEASE] 
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ROBERTS. JOHNSON & RAND 


Branch of International 
Shoe Co., St. Louis, Mo. 
When writing advertisers please mention Boot and Shoe Recorder 
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YOU'LL STEP 


LIVELY 


+, when you step in “LONDON 
SQUARE” Shoes for Men. Built 
for activity, they help you gather 
momentum forthe day ahepd. and 
keep you going at a zestful,enthu- 
fisstic pace all day. ‘They're suid 
‘exclusively in Long Beach at 

-- and what a VALUE 
they are for such a grand combi- 
‘nation of style, comfort and wear~ 
‘ability. 


































Copy as lively as the styles it describes 
imparts added snap to this well de- 
signed ad. 






THIS Fall, newspapers in most 
cities are carrying more smart, in- 
teresting and up-to-date men’s shoe 
advertising than we have observed 
in many a season. It’s a good sign 
to see men’s shoes coming back 
into the retail advertising picture, 
for the men’s branch of the busi- 
needs the stimulus of persistent, 
well-planned promotion plus effec- 
tive publicity. A year or two years 
ago, perhaps, there may have been 
some measure of excuse for the feel- 
ing in the minds of so many re- 
tailers that they should economize 
on their men’s shoe advertising. 
Possibly they were justified in their 
doubts as to the pulling power of 
advertising at a time when most 
men either lacked purchasing power 
or were themselves practicing rigid 
economy. Today, however, the 
situation has altered completely, 
and there is every reason to antici- 
pate that money wisely spent for 
advertising will yield a splendid 
return. 

So convinced are they of the 
opportunity for effective sales pro- 
motion which now exists, that many 
retailers are not only advertising 
men’s shoes on a much more ex- 
tensive scale, but they are adver- 
tising in a very different way. A 
year or two ago, price publicity 
dominated in the promotion of 
shoes, and, in the case of men’s 
shoes, it dominated almost to the 
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Men’s Fall Ads Stress Style 


AND SHOE RECORDER, October 





10, 1936 





Improving Conditions in Men’s Branch of 


the Shoe Business Reflected in Increased 


Newspaper Space and Greater Emphasis on 
the Fashion and Quality Angles in Selling 


exclusion of other selling argu- 
ments. If they did not glorify 
cheapness, the ads at least bore 
down heavily on “values” and 


played up the wearing qualities of 


the shoes. That was good policy 
in a period when most people were 
bent on obtaining the most for their 








These handsome shoes have 
the world’s finest cordoyan 

teather in them and they're 
only 8.50 in The Man's Shop 


‘They'll cutesar most any other shoes you've 
owned = by tvo and three tines. Their sellew, ‘#éh 











— TSE saa 
Illustrations convey the style impres- 
sion in this attractive advertisement; 
the copy sells value and service. 








money. This season, however, the 
emphasis has shifted to the style 
appeal, so that men’s shoe adver- 
tising reflects almost as much fash- 
ion interest as that which is devoted 
to women’s footwear. 

Since the hoped for increase in 
pair sales for which every men’s 
shoe store is striving is most likely 
to be achieved by increasing the 
style appeal of shoes, and thereby 
causing men to want more pairs 
for different occasions, the tend- 
ency to stress style in advertising 
is a constructive development in 
shoe promotion and one that enter- 
prising stores selling style mer- 
chandise will be glad to encourage. 
To advertise style to advantage, the 
ads themselves should reflect the 
smart appearance of the merchan- 
dise and special attention should be 
given to layouts and illustrations. 
The prevailing tendency in men’s 
shoe advertising at the present time 
is to use good sized shoe illustra- 
tions, and half tone cuts are now 
generally preferred. 

With illustrations of this char- 
acter, the pictures, to a large ex- 
tent, tell the story of the shoe, and 
copy can be brief. Regardless of 
how brief it is, the copy is impor- 
tant, however, for it furnishes the 
selling talk behind the advertise- 
ment. For example: 

“Like Having a New Pair of 
Feet” was the caption of a men’s 
shoe ad used last week by the 
Julius Grossman stores in New 
York. “‘New feet for old.’ The 
standing offer we have made dur- 
ing 67 years of designing and mak- 
ing fine shoes for comfort. Millions 
[TURN TO PAGE 55, PLEASE] 





Left, The Somerset, No. M4721, Brown Martin’s Scotch Grain. Right, The Grayson, No. M4724, Brown Norwegian Calf. 


“The Very First Pair 


makes a Regular Customer” 


VERY TIME a man walks out of our store with his first pair of Frank Jarman 
Custom Shoes, experience tells us that we have made another permanent 
customer. Then things start happening. Men like the smart style and expensive 
feel of these shoes, and every customer influences his own group of friends, 
which in turn means more business for us. Naturally we are eager to push a 


line that sells itself like that." 


Robinson Shoe Co. 
Kansas City, Mo. 


on 
sank Harman —_—— Shee *6 29 


JARMAN SHOE COMPANY, NASHVILLE, TENN. ° Division of General Shoe Corporation. 


Tune in Jarman “Portraits in Harmony” broadcast full half-hour cach Tuesday night over NBC Coast-to-Coast Blue Network. 
Six new Packards FREE! 
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and growing girls get along well to- 
gether. This vegetable tannage remains 
presentable despite the wear and tear of 
their daily activities—retaining its shape 
and pliability through rain or shine. 
Moreover, it has behind it an atmosphere 
of fashion authority which makes it 
immediately acceptable. A. F. GALLUN 
& SONS CORP., Milwaukee, Wisconsin. 


GALLUN 
LEATHERS 


ALWAYS STANDARDS OF EXCELLENCE 
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Why Must the Foot Shape Itself 
To Shoe Contours? 


in 
L wil 
8 @ *e, 


THE MYER OR STANDARD LINE 


be other than comfortable and lasting? 
The meshing of the foot and the shoe, 
as it is slipped on, is just like the 
meshing of a male and female die. 
They just “fit like a glove” and “feel 
like an old slipper,” which, after all, 
is nothing but the foot having been 
broken in to certain conditions and kept 
so with each succeeding pair of shoes. 
This is an ideal way to mental and 
physical efficiency. 

Some of the features carried out in 
individualized lasts may well be 
adopted as standard detail for general 
styles. Supplementing the subject of 
arch elevations, the following, carried 
out so extensively in customized lasts, 
will serve as an example. Your atten- 
tion is called to the length of the 
arch of any average foot, compared 
to the length of the arch in any aver- 
age last or shoe. 

With practically no exceptions all 
lasts, except those noted hereafter, do 
not have the arch elevation start back 
of the end of the heel plate, which is 
on a middle size about 3% inches from 
the back of the heel. 

With the foot, the arch elevation 
commences from the head of the os 
calcis bone, where it strikes the level 
of any plane, be it the insole or the 
floor. It must be acknowledged that 
this method of last making simplifies 
shoemaking and no doubt makes a bet- 
ter looking heel on the finished shoe. 
In shoemaking, a cardinal principle 
is that of having the heel:and forepart 
tread flatly. The present construction 
of lasts and shoes permits this, so the 
heel is the same height in appearance 
at the breast line of the shank inside 
and outside. However, if lasts were 
constructed so as to start the elevation 


[CONTINUED FROM PAGE 27] 


at the head of the os calcis and a 
heel put on regularly, the inside point 
of the heel at the- breast line would 
be % inch to % inch lower than on 
the outside. 

This would not look very well, nor 
would it be orthopedically sound. Such 
construction would prove injurious to 
the wearer. In fact, nothing would be 
gained over the present method of 
last making. The heel would be within 
that distance of meeting the plane on 
which the shoe set. The outside would 
strike, but the inside would not. It is 
clear to the unfamiliar mind, there- 
fore, that the foot when set in a shoe, 


& 








ATE 3) 
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TYPICAL NATURAL NORMAL FOOT-SHOWING 
THE MYER OR STANDARD LINE 








supposedly strikes at a point known 
as the center of the heel and the in- 
side and outside balls. This is the 
tripod weight bearing points. The 
whole bottom should be the weight 
bearing area for correct balance. The 
consequence of the tripod idea, is that 
the longitudinal arch does not strike 
or contact the insole. A vacuous or 
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vacant space exists between the arch 
and the insole. As previously stated, 
the foot under pressure seeks the 
level of the insole. If there be any 
arch contact of shoe and foot, it is 
rarely at a pivotally anatomic loca- 
tion, as a support under the astragalus 
bone. The center of gravity of the 
body weight comes at this point. The 
serious effect of arch sagging is in 
direct relation to the eversion of one’s 
feet in standing or walking. Thus, as 
the foot tends to find its level and 
the ligaments stretch under the strain, 
pronation is increased and aggravated. 
The ankle caves in and the plantar 
surface turns out, hence pronounced 
eversion follows. 

This naturally leads our attention 
to that group of lasts called “correc- 
tive” or “orthopedic” and some “doc- 
tor.” Some are rightly entitled to such 
a classification, but most are erroneous- 
ly placed in such a class. It is pre- 
sumed that the term “corrective” is 
mostly thought of in terms of cor- 
recting eversion, which, by the way, 
is basic for many orthopedic ills of 
body and feet. If “correction” means 
anything else such as restoring the 
foot to healthy normal lines and eleva- 
tions of youth, the miracle of correction 
has not happened as yet. An exceed- 
ing lot of stress by orthopedists, 
podiatrists and all bone specialists is 
applied to the subject of proper pose 
of standing and carriage in walking. 
This educational effort all comes back 
to the subject of correct posture. 

Primarily, this correct posture idea 
means keeping all the bones and or- 
gans in their normally natural posi- 
tion to assure natural functioning. It 
will be observed in all these types of 
“health” lasts, when properly aligned, 
that the arch elevation is higher than 
the ordinary styles. Moreover the 

[TURN TO PAGE 38, PLEASE] 





x 
NORMAL ARCH ELEVATION 
SHOWING POINT AT WHICH ARCH ELEVATION 


COMMENCES 


X% MAY BE TERMED CENTER OF GRAVITY 


OF BODILY WEIGHT 


LOCATION OF BIG TOE OF DISTORTED 
FOOT IN NATURAL CORRECTIVE LAST 





F, E. BALLOU 
F. E. Ballou Co., Providence, R. |. 
Director, N.S.R.A. 


Editor’s Note: Fourth of a series of 
articles, presenting members of the 
N.S.R.A 1936 official staff and describ- 
ing association activities. The third ap- 
peared in the issue of August 15th. 


EN addressing recent gatherings of 
retail shoe merchants, as, for ex- 
ample, the convention of the New 
York State Shoe Retailers Associa- 
tion held last week in Rochester, 
Manager Lee Langston, of the 
National Shoe Retailers Associa- 
tion, has been emphasizing the 
comprehensive and useful charac- 
ter of the service now being ren- 
dered by the national association 
for the benefit of its membership. 

This service phase of the asso- 
ciation’s work has been and con- 
tinues to be one of the foundation 
stones of N.S.R.A. policy under 
the present organization and set- 
up. President Tuffly, Manager 
Langston and the official staff are 
endeavoring in every possible way 
to make the association more useful 
to its members. They are con- 
vinced that, as the association 
becomes of greater practical value 
to retailers, the problem of ob- 
taining and holding members will 
be simplified. Modern shoe retail- 
ing, they know, calls for a different 
kind of operation and manage- 
ment than that of former times, 
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N.S.R.A. ADDS MORE 


Association Now Acts as Clearing House in 
Supplying Members with Information about 
Window Services and Advertising 


J. C. FEDLER, JR. 
Boston Shoe Co., Louisville, Ky. 
Director, N.S.R.A. 


when consumers were less exacting 
in their requirements and competi- 
tion was less intense. 

As retailers come to know that 
the N.S.R.A. provides information, 
service and assistance that will help 
the merchant attain greater effi- 
ciency in management, merchandis- 
ing, sales promotion and other 
important angles of store opera- 
tion, association officers are con- 
vinced that more and more inde- 
pendent merchants, store managers 
and department buyers will wish 
to avail themselves of the privileges 
of membership. Indeed they have 
the assurance of many prominent 
and successful merchants who are 
association members that they find 
the service, contacts, information 
and assistance they receive through 
their membership of inestimable 
value in the conduct of their busi- 
ness. 

In years past the National Shoe 
Retailers Association was engaged 
during a considerable portion of 


R. B. NAY 
Nay Shoe Co., Wheeling, W. Va. 
Director, N.S.R.A. 


the year primarily with the work 
of planning and preparing for the 
exhibitions held in connection with 
its annual conventions. The ar- 
rangement perfected during 1935 
with the National Boot and Shoe 
Manufacturers Association, where- 
by the exhibition, or National Shoe 
Fair as it is now called, was made 
a joint enterprise of the two asso- 
ciations under a committee and 
organization set up for that pur- 
pose, has released the time and 
energies of the N.S.R.A. manage- 
ment to various sérvices, the need 
for which has long been recognized, 
but which had not been undertaken 
because of lack of time and funds 
to devote to them. Therefore, the 
present Administration of the N.S. 
R.A. has adopted a constructive 
policy of adding new services for 
the benefit of association members 
and increasing the scope and use- 
fulness of those services that the 
association has hitherto rendered. 

The monthly “News Survey” and 
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USEFUL SERVICES 


Management Plans to Increase Useful Act- 
ivities as Expansion of Membership List 
Makes More Funds Acailable 


PAUL O. KUEHN 


Kuehn Shoe Store, South Bend, Ind. 
Director, N.S.R.A. 


the semi-annual style reports and 
style conferences sponsored by the 
N.S.R.A. serve as examples of the 
association services that have been 
improved and made more useful 
to the members during the past 
year. The new services include 
such work as the statistical-and 
cost analysis service now offered 
by the association through the co- 
operation of the department of 
business administration of North- 
western University, special infor- 
mation services relating to window 
displays, display material and ad- 
vertising, a “Where to Buy” 
service, etc. 

The legislative activities of the 
association are being placed on a 
new and more efficient basis in 
order that legislation affecting shoe 
retailers and the shoe business may 
be kept under constant observation, 
both in Washington and at the 
state capitals, and that effective 


action may be taken when the . 


occasion demands. As the mem- 


WILLIAM PIDGEON 


Pidgeon's Shoe Store, Rochester, N. Y. 
Director, N.S.R.A. 


bership increases and more funds 
are available other needed services 
will be added, and it is the aim 
and purpose of the N.S.R.A. to 
offer its members such a_ well- 
rounded list of practical helps 
that the benefits of membership 
will be apparent to every inde- 
pendent merchant, manager and 
department buyer in the country. 

Thus, through constructive efforts 
to increase the usefulness of the 
association and make it serve the 
needs of the shoe merchant of to- 
day, the official staff has been 
laying the foundation for an or- 
ganization that will not only rep- 
resent the shoe retailers of America 
and be able to speak for them 
whenever and wherever it becomes 
necessary to raise a united voice 
in behalf of the trade, but one 
which will also provide practical 
assistance of various kinds that 
will help the merchants to increase 
their sales and profits. 

At the nominal membership fee 


ROY E. STEVENS 


Stevens Shoe Store, Ottumwa, la. 
Director, N.S.R.A. 


of $5.00 per year for each store, 
the N.S.R.A. feels that it is now 
in a position to offer every retail 
shoe merchant, large or small, 
value received for his investment 
many times over. Dues charged 
by most other associations render- 
ing similar services in other trades 
are considerably higher, and the 
N.S.R.A. membership dues were 
formerly on a sliding scale by 
which even the smallest stores paid 
more in dues than at the present 
time. It has been the policy of 
the present management purposely 
to keep the dues low in order to 
attract the largest possible mem- 
bership and thus to strengthen the 
organization and make it more rep- 
resentative of the craft. Gratifying 
progress has already been made in 
this direction and it is expected 
that many new names will be added 
to the membership roster between 
now and the second National Shoe 
Fair, to be held in Chicago Jan- 
uary 4, 5, 6 and 7, 1937. This 
promises, on the basis of present 
indications, to be the largest gath- 
ering of the shoe trade ever held 
in America, and it is believed that 
retailers planning to be present 
will wish to avail themselves of 
the privileges of membership in 
the N.S.R.A. before attending the 
Fair. 
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Why Must the Foot Shape Itself 
To Shoe Contours? 














INVERSION EVERSION 


A STRAIGHT FOOT REQUIRING A STRAIGHT LAST ACCORD- 
ING TO THE OLD THEORY OF STRAIGHT INFLARE AND 
OUTFLARE. BUT ACCORDING TO POSTURE HABIT ONE 
(A) IS INFLARE AND THE OTHER(B) iS OUTFLARE 


arch will commence to elevate at a 
point just ahead of the striking point 
of the os calcis or heel bone. When 
the heel is put on a shoe, constructed 
on such a last, it should be higher 
at the inside point of the heel breast 
than at the outside. 

To further the uplift feature of the 
last, this heel is usually elongated at 
the inside, somewhat in advance of 
the outside. To get the right balance 
and reaction to the foot, a wedge is 
used to offset that amount taken out 
of the last which comes back of the 
heel breast. The additional wedge in 
the shoe must compensate for the 
wood removed from the last in ex- 
tending the shank to the point where 
the os calcis strikes. It supplies a 
prop under the astragalus—the grav- 
ity center of the body as related to 
feet. 

The objective of the Thomas or “or- 
thopedic” heel with the long inside 
point is mainly to force the foot up 
and keep it fixed to prevent sagging 
or pronation of the astragalus and all 
other bone frame around it. Almost 
automatic with the wearing of such a 
last, the forepast of the foot is thrown 
around so that each step taken tends 
to be straight or inverted. The bodily 
weight is transferred in a large mea- 
sure to the outside of the foot, thereby 
relieving the inner longitudinal arch. 
Through such corrective lasts, the pro- 
nation with its eversion is changed to 
a more natural carriage and walking 
stride. Posture is improved, as the 
wearer tends to “toe in.” The secret, 
if it be any, to the successful so-called 
doctor’s corrective lasts is in the elon- 
gated and elevated shank extending to 
the head of the os calcis bone. A last 
without this feature cannot rightfully 
be considered in the corrective class. 

These corrective features can be in- 
corporated in any style of lasts with- 
out the necessity of the presence of 
the so-called Meyer line, satisfactorily 
to meet the foot contours today. There 





[CONTINUED FROM PAGE 35] 


is no intention to detract from 
the pedic value of the Meyer line 
last, when a foot is found that it 
truly follows. However, it is 
hopeless to expect to reform to- 
day’s pedic misshapements back 
to the perfection of infancy. Our 
present market has many modifi- 
cations of Meyer line lasts, that 
is, the straight line inside. Some 
are brutal to the extreme such as 
the nature (broad blunt) type. 
While the inside swings around 
like a half moon, the big toe in 
such a shoe is over to the cen- 
ter of the tip. All the rest of the 
wood to the other side of the 
toe is surplus as far as necessity is con- 
cerned and only adds to the brutality 
of the shoe style. To exemplify, one 
need only to revert to the idea pre- 
viously conveyed of the thousands of 
feet broken in to the shape of the 
narrow toes. The feet through years 
of changing adaptations to non-stand- 
ard-line shoe styles, have become 
pointed, meaning the big toe is thrown 


Q 
eo? 
ROTATING OF FOOT FROM NATURAL 
POSITION AS A RESULT OF EVERSION, 
IE FROM MYER LINE TREAD TO THAT 
OF EVERSION 


out of alignment so there is a result- 
ing semblance of a bunion to a greater 
or lesser degree. The segmental make 
up of the foot permits this hinging 
at the head of the first metatarsal. 
Bunions are not a growth, rather a 
disalignment of bones. Consequently, 
a straight line shoe on a broken line 
foot cannot help but place the end of 
the big toe far over to the outside of 
the Meyer line shoe. To say to the 
middle of the tip, is to put it too mild- 
ly. Much good and much correction 
can be accomplished through the use 
of lasts that carry out the ideas in 
the back part as just outlined. To 
repeat, increased elevation of the arch 
and greater elongation of the shank 





HIGH 


MEDIUM 





ARCH ELEVATION OF SHOES 


under the heel than prevail in all 
popular vogue lasts would work out 
advantageously to the mutual benefit 
of manufacturer and retailer. If the 
heel of the shoe must be wedged, what 
of it? Surely it is not conspicuous in 
the wearing of the shoe and a very 
good talking point for the shoefitter. 
All Rights Reserved 


Shoe Club Holds First 
Fall Meeting 


New YorK—The Hotel McAlpin was 
the scene, Friday night, Oct. 2, of the 
first Fall meeting of the Shoe Club of 
New York. Among the speakers were 
Samuel G. Staff, president of the club; 
Lee Langston, secretary of the National 
Shoe Retailers Assn.; Jessie Adler, 
president of the Adler Shoe chain, and 
several others. 

A very definite note of optimism was 
struck by Mr. Adler who had just re- 
turned from the New York State Con- 
vention in Rochester. 

Mr. Langston congratulated the club 
upon its steady growth and prophesied 
that within a very short time it would 
blossom into one of the most important 
adjuncts of the shoe trade. 

The Shoe Club has engaged the ser- 
vices of B. Steinhart as executive secre- 
tary and public relations counsel. Mr. 
Steinhart was formerly with the United 
ga Corporation of Newark, 

ode : 


Opens Children Department 


PORTLAND, OrE.—Oscar Olman, who 
has the women’s shoe concession in the 
* Bedell Store is opening a Robin Hood 
children’s shoe department on the sec- 
ond floor in the Bedell store. 








BOOT AND SHOE RECORDER, October 10, 1936 


Page 39 


PROFIT by giving these 
people what they want 











IN GOODRICH Sport Shoes 


FOR SCHOOL AND GYM 


B* finding out what people wanted—and what 
they objected to—in canvas footwear, Good- 
rich was able to satisfy every customer demand, 
and build up a tremendous acceptance of Goodrich 
Canvas Sport Shoes. 

The features at the right explain how Goodrich 
Sport Shoes provide features people want, and for 
which they are willing to pay a fair and profitable 
price. No wonder thousands of Goodrich dealers 
are turning real profits in this fast-selling line. 


So 8 ee 


B. F. GOODRICH COMPANY 
Footwear Division Watertown, Mass. 


Branches at Atlanta, Ga.; Baltimore, Md.; Boston, Mass.; Chicago, IIl.; 
Cincinnati, O.; Cley .; Dallas, Tex.; Denver, Col.; Detroit, Mich:; 
cis. Mo. Los Angeles, Calif.; Minneapolis, Minn.; New York, 
N. Y.; Philadelphia, Pa.; St. Louis, Mo.; Salt Lake City, Utah; San Fran- 
cisco, Calif.; Seattle, Wash.; Syracuse, N. Y. 








FEATURES OF 
GOODRICH SPORT SHOES 


1. THE GREEN HYGEEN INSOLE—which prevents ex- 
cessive perspiration odor. 


2. VENTILATED UPPERS—which allow air to contin- 
ually reach the foot, and keep the, foot cool, dry and 
comfortable. 


3. XTRULOCK PROCESS—a patented method of con- 
struction that molds the entire shoe into a single unit 
with no seams to chafe the feet or wear out stockings, and 
no stitches to break—which means greater comfort and 
longer wear. 


4, POSTURE FOUNDATION—Goodrich’s latest con- 
tribution, which provides proper support for the bones 
and muscle structure of the foot and is “Insurance against 
Flat Feet.” 











When writing advertisers please mention Boot and Shoe Recorder 





Field 


MAANY stores, especially those 
catering to the men in the metro- 
politan centers, have found it prof- 
itable to adapt a free policy in the 
matter of giving away shines, shoe 
laces and matches. The Bostonian 
Shoe Store at 20 West Monroe 
Street, Chicago, of which Pat Kay 
is the effervescent manager, has ever 
been a pioneer in this method of 
building good-will. Here is a new 
angle which he tells me has worked 
out quite satisfactorily. 

“On our last order of matches,” 
he says, “we made up packages of 
12 books wrapped in Cellophane 
which we often hand to a customer 
who happens to drop in. We also 
place a package in every pair of 
shoes we deliver locally. The num- 
ber of telephone calls saying 
‘Thank you for the matches’ is am- 
ple pay for the trouble and expense. 

“As a constant reminder to help 
salesmen grade up their customers 
we often attach a desk pad note to 
various stock boxes which are out 
of the customer’s sight. For in- 
stance, on a popular selling style at 
$6.85, stick a note saying, “Try 
style 2419 at $1.65 more.’ This is 
the same type of shoe in a higher 
grade. In a number of places I have 
a note reading, ‘Assist him to a bet- 
ter golf game with a pair of 1003.’ 
In the black section notes reading 
‘Try a pair of browns too’ will be 
found. These and similar notes, I 
believe add interest to the sales- 
man’s work and help him secure 
that extra pair sale.” 


* * * 


HEERE is a good teaser advertising 
idea which was pulled with uniform 
good success by my friend Art Wil- 
son in Hamilton, Ontario. It con- 
sisted of simply using an inch space 
at the bottom of seven columns in 





By HARRY RB. TERHUNE 
Editer, BOOT AND SHOE RECORDER 


Other 
People’s 





Baker 3777 


CUSTOMERS OF WILSON’S 
SHOE STORE Please Phone. 











the leading newspaper with copy 
which read, “BAKER 3777. Cus- 
tomers of Wilson’s Shoe Store 
Please Phone.” 

This teaser ran for two nights. 
“And the response was great,” re- 
ports the head of the Robert Wilson 
Shoe Store. “Phoners were told that 


previously we had notified them 


about semi-annual sale and at this 
time had just decided when to have 
it, so this was the official notifica- 
tion. Great response and little cost.” 

Customers of the Wilson store 
are more or less expectant of the 
unusual in publicity methods which 
are away from the more staid kinds. 
This Summer a golf card was 
mailed out which read, in part, 
“FIREWORKS, FIRECRACK- 
ERS!! It is against the Postal 
Laws to send explosives through 
the mail but this is HOT STUFF.” 
Then followed a short story about 
golf shoes. 


THIS letter mailed to every boy 
graduate in all the schools in Mon- 
roe, La., did a great deal in bring- 
ing them to the Sig. Hass & Sons’ 
store. On presentation of the letter 
the boy was given a beautiful belt 
buckle with “1936” on it. This, of 
course, meant much to the boy, as it 
represented to him the year in which 
he graduated. Isador Liebreich, Jr., 
tells me this idea has been used for 
the past few years and has proven 
to be a very satisfactory trade 
builder. 
The wording of the letter: 
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Ideas 


“Nineteen-thirty-six will mean just a 
little more to you than any year so far in 
your life. It means that you have com- 
pleted successfully your first “real job,” 
that of your high school course. 

“Please accept our hearty congratula- 
tions upon the event of your graduation, 
and our sincere good wishes for every suc- 
cess in your future undertakings. 

“We have a very appropriate gift for 
you. Kindly present this letter at our 
store and receive the gift which we hope 
will serve as a constant reminder of this 
happy occasion. 

“Awaiting the pleasure of your visit, we 
are 

“Yours: very truly.” 


* * * 


THE WELL-DRESSED CIR- 
CLE,” an institutional advertising 
and merchandising program, was 
Gano-Downs’ method of advanc- 
ing farther into the quality price 
line market. This Denver, Colo., 
store found that the circle idea 
caught hold of the people—and 
that better merchandise is now sub- 
ject to constant demand. 
Applicable to advertising of the 
store as a whole, ensembles for 
men or women, or single items 
such as shoes—the idea is also 
fitted into window displays and in 
the salespersons’ talk. As worked 
out by Gus Brake, advertising man- 
ager, it involved the creation of a 
mythical circle, admission to which 
was wearing an outfit of a certain 
quality. With this idea, merchan- 
dise was selected from the depart- 
ment by the buyer, for promotion. 
From advertising copy stand- 
point, the plan requires a “circling 
of the square.” Cuts of advertised 
merchandise are allowed to over- 
lap into the white space resulting 
from a large circle in the pur- 
chased rectangle. Additional white 
space served to emphasize the ad- 
vertisement, Brake found. 


i ” hae clei ee pe al 





BOOT AND SHOE RECORDER, October 10, 1936 


Chicago Combats 
Comparative Prices 


[CONTINUED FROM PAGE 32] 


reached a negative conclusion, the bur- 
den shall be on the advertiser to estab- 
lish the accuracy of the copy in ques- 
tion. 

6. Unless, however, with the burden 


of proof so placed upon the advertiser, 
the advertiser shall convince the Bureau 
of the accuracy of his copy, a “correc- 
tion” shall be required by the Bureau 
and shall appear forthwith, under rules 
and regulations previously established. 


























Supplement Rules Regarding 
Comparative Prices and 
Values 














(A) Minimum Quantities for Maxi- 
mum Comparatives. 

With reference to maximum com- 
paratives used on any complete group 
of merchandise, and whether these be 
comparative prices or comparative 
values, not less than 25 per cent of the 
entire advertised group shall be of the 
highest comparative quoted. 

Provided, however, this rule shall 
not apply where the exact number of Arches vary, but the Dr. Geo. R. Davis 
articles, as applied to each compara- Anti-Friction shoes fit them all. 
tive price or comparative value used, 
is listed in the advertisement. 


(B) Minimum As Well As Maxi- I GoR Davids 


mum Comparatives. 


When quoting comparatives, the e e e 
minimum as well as the maximum Anti- riction 
price or value must be used: 


Proper Description: “‘Values $75 gS la 
to $95’ at $55.” Oo e 


Improper Description: “ ‘Value $95’ 
at $55.” 


In the final analysis there is no better asset to 
L a retail shoe business than the permanency of 
Shoe Horn Advertising sales based upon a corrective shoe with a 
Brockton, Mass.— Sales Director 
Walter Barbour of the Barbour Welt- successful sales background. 
ing C has devised 1 ad- : : : 
vertieinnanh tor ‘his cuantan, Meiuaiicale. The unrivaled reputation of the Dr. Geo. R. Davis 
It is a celluloid shoe horn made flat ° © ae : 
india quash Wab~ae: tite that it Anti-Friction Shoe for Men and Women in 
bringing relief and complete foot comfort to 
thousands of wearers assures the initial build- 
ing and holding of steady profitable repeat 


sales. 





Appreciating the importance and value of a 
corrective line in conjunction with your regu- 
lar sales policy, write for the Dr. Geo. R. Davis 
curves naturally as the foot enters the + Bet att 

shoe. The catch comes in an invitation Anti-Friction Shoe Agency Plan. 

printed on the face of the piece of cel- 
luloid. “Try,” it says, “to insert the 

edge of this shoe horn under the rib HOMPSON BROS. SHOE ( 
on the welt. If you cannot, it’s what —— BROCKTON 

you want—genuine Stormwelt.” About [ CAMPELLO, MASS. 
10,000 of the shoe horns have been 
distributed to date. 












Pick-up 
ol am o)aYeat= 
...and 
We pick-up 
your 


Shipment 









... that is all that need be done to have your 
shipment, large or small — shipped swiftly, 
safely and economically anywhere by Rail- 
way Express. Prompt pick-up by a swift motor 
vehicle, “ hurry-up” service on fast passenger 
trains; and speedy delivery to destination. 
Railway Express’ 57,263 skilled employees 
and 23,000 offices are ready for instant action 
when you pick up your ‘phone. Free insur- 
ance up to $50 covers every shipment and 
additional liability costs only 10 cents per 
$100 valuation. For service or information tele- 


phone the nearest Railway Express Agent. 


RAILWAY EXPRESS 


AGENCY INC. 
NATION-WIDE RAIL-AIR SERVICE 
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Coast Store Features 
Accessory Contrasts 


A NEW approach in fashions is being presented by 
The J. W. Robinson Co., Los Angeles. Under the 
copyrighted caption of “Light and Shadow,” this 


ABW. Robinson Co. 


Light 
and Garsides Swathe the Instep with 
Shadow 


Ca 


A snug, smart silbowette for the increased 
importance of your foot below the shorter 
shirts, Robinsons’ show it in Garsides com- 
bining dull suede and shiny patent leather 
or bronzed calf for "light and shadow." 
Top, la 109; lower, last 45. Pair 14.75 
























Shorter Skirts and “Light and 







| Shadow” Emphasize Robinsons’ 


Sheen and lovely color...:two importapt fac- 
tors in Robinsons’ light and shadow tech- 
nique...are found in these delicate 2-thread, 
51-gauge bose, Shown in StarduSt and Spun 
Gold for evening; Alamo, a copper; Tail- 
leur, a brown for matching ; Bronze, avery 
dark brown; Faun Taupe; Off-black. 1.95 
Three pai 5.65 


- 







































Alco in @ 3-threed, 5\-geuge hese, 1.65, 3 prs. 4.75 





TELEPHONE MUTUAL 033 
Interesting newspaper advertisement used by J. W. Robinson 
Co., Los Angeles, to tell the story of "Light and Shadow." 













well-known Los Angeles department store is widely 
publicizing the fashion angle of contrasts. While it 
is a store-wide promotion, the shoe message is most 
important and timely, as it includes shadow contrasts 
in textures and colors. 

The real big story behind it all is the technique of 
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blending. No longer do all accessories match. In 
this newer method the shoe and the bag may match, 
while the glove, scarf and hat may offer different shades 
or tones. 

Few women understand the accent of color, that 
just a small touch is proper. So under the guidance 
of properly coached salespeople, patrons are rightly 
informed. Guaranteeing the patrons against monotony 
in color and materials has proven to be a most clever 
and logical piece of sales talk. 


As evolved by Paul Kirsh, shoe merchandiser for 
the Shoe Salon, the skillful blending of shoe materials, 
as the light and dark, the new dulled kid with patent, 
suede and crocodile and also dull materials with shiny 
ones proved most effective. In colors he is using such 
combinations with black as blue, smoke gray, French 
wine, and Araby green. The blue with black is prov- 
ing to be the smartest of all the Fall tone combina- 
tions; just a little touch of blue, however. This promo- 
tion is selling black with colors, but the colors are 
only accents or touches. 

“Our ‘Light And Shadow’ campaign is selling many 
more shoes,” Mr. Kirsh stated, “because it is causing 
people to buy more shoes for specific purposes. Above 
all else, this promotion is making the shoe selling 
force more conscious of the resources of the stock and 
the fashion reason for each shoe in it, as never before. 
With all our men keyed up on fashion, they are doing 
a superb servicing job for their patrons. 

“All in all, this is the most interesting shoe season 
I have ever experienced. People want in-between things 
and the way the shoe fashions have been blended, helps 
this situation. We have taken spectator sports types 
and put them on formal materials, making a popular 
blend, which fits right in with the “Light And Shadow” 
thought. Shoes now have a greater elasticity of fashion, 
though there is still the need for special sports kinds 
and footwear for special times.” 

Back when the August first Fall shoes were being 
planned, Paul Kirsh sensed the trend of black with 
accents of color and of the blending of materials. For 
his second Fall showing on September fifteenth, when 
the dulled kid leather superseded the suedes, this 
trend was even more pronounced. 

A most complete program was worked out by the 
fashion department of Robinson’s in which the “Light 
And Shadow” reasoning was made plain to all. A 
series of five questions and answers was used to put 
over the idea. 


N. H. Production Tops ‘35 Figure 


Mancuester, N. H.—Shoe production in the numer- 
ous shoe factories in various sections of New Hampshire 
is running well ahead of the output of a year ago. 
Indications, a number of the manufacturers say, are 
that the favorable operations will continue throughout 
the year. 
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A Record Jump 
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in your sales will result 
if you stock “ORIGINAL 
CHIPPEWA” Ski Boots. 
These boots are con- 
structed with the supe- 


rior quality materials and expert workmanship 
that are so necessary to withstand the severe 


wear that they receive. 


The manufacturing of 


Ski Boots requires straight edged lasts so that 
the boot will conform with the ski, and only the 
manufacturers who have made a careful and 


complete study of the 


requirements demanded 


by expert skiers are qualified to make authentic 


Ski Boots. 


WE ARE QUALIFIED to make and 


supply you with these super quality boots. 
WE STOCK FOUR MODELS EACH OF MEN’S AND 


WOMEN’S SKI BOOTS. 


RETAIL PRICE RANGES 


$5.00 TO $7.50. SAMPLES ON REQUEST 
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2125—Choc. Waterproof 7 


in. Welt 

vamp, full 
all eyelets, 
straight 
steel arch support, 
band, outside 

pocket, plain toe, 
ouble oak sole 
stitched, leather 

heel. Last 55, in- 


grain 


Leather 


extension 


lined 
gusset, 


grain insole, 


edge, 
felt top 
counter 
medium 
double 
terraced 
stock D 


width. Women's and Boys’ 


sizes 2/,-8. 


In-Stock 





2100 — Choc. Waterproof 
85 in. Welt. Leather 
lined vamp, full grain gus- 
set, all eyelets, straight 
extension edge, grain in- 
sole, steel arch support, 
flannel top band, outside 
counter pocket, plain toe 
hard box, cross crease, 
heavy double oak sole 
double _ stitched, leather 
terraced heel. Last 50, in- 
atock EE width. sizes 


In-Stock 
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CHIPPEWA 6HOE MANUFACTURING COMPARY 
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FUTURE 


HERE’S AN OPPORTUNITY 





If you have the intelligence, the personality, and the 
experience that make for success in the retail selling 
business, and if you are willing to work hard for a 
future, there’s a place for you in the J. C. Penney 
Company. We have openings now in various sections 
of the country for a number of young men who have 
the qualifications for success. 

cece 


The J. C. Penney Company has meant opportunity 
to hundreds of young men in the past. This company 
firmly believes that its own success depends upon the 
success of individual men within its ranks. We now 
operate almost 1500 stores, and each is managed by 
a man who started as a salesman in a Penney store. 


HAVE YOU THESE QUALIFICATIONS? 


@ Are you between 22 and 30 years of age? 
@ Are you able to “get along well” with people? 
@ Are you willing to work hard at your job? 
@ Are you aggressive, and able to lead others? 
@ Are you energetic and in good health? 
@ Are you thoroughly experienced in the retail 
selling of clothing, shoes or furnishings? 


IF YOUR ANSWERS ARE “YES,” WRITE! 


If you are the type of man we are looking for, please write us a 
letter giving your background and business history. Address 
your letter to MR. J.D. KEYES, Room 1714, The J. C. 
Penney Company, Inc., 330 West 34th Street, New York City. 


J. C. PENNEY CO., INC. 
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Highways to Business 
[CONTINUED FROM PAGE 29] 


St. Paul, capitol of Minnesota, was 
sho to have 60 shoe stores in the 
retail census of 1933 conducted by the 
U. S. Department of Commerce, and 
the net sales of these stores was $1,- 
278,000. 

Reports of the Minnesota State Em- 
ployment Service show an increase of 
the average weekly earnings of em- 
ployees of all industries, including 
manufacturing and non-manufacturing, 
within the city of St. Paul from $25.26 
in the month of June, 1935, to $25.93 in 
June, 1936. 

Maintaining a careful aging of in- 
ventories is responsible for Field- 
Schlick, St. Paul, having the largest 
number of shoes of the right type when 
customers want them. When a shoe is 
six months old they get rid of it. 

“Our August and early September 
business showed an increase of from 
33 1/3 to 50 per cent over last year, 
and all of this increase was on quality 
shoes,” reports Hieron N. Biwer, mana- 
ger of the Field-Schlick shoe shop. 
“Our purchases for Fall and Winter 
are heavier than they have been for 
several years, and it has developed that 
sales warranted even heavier pur- 
chases, 

“A definite upward trend of sales in- 
creases began in the Fall of 1935, and 
this improvement has been consistent 
throughout the Spring and Summer 
periods of 1936. We look for this same, 
steady increase in business to continue 
this Fall and Winter. 

“Women are definitely less price- 
conscious. The volume of our sales is 
on high-cut shoes, with the detail very 
much over the instep. Our ladies’ shoes 
sell from $7.75 to $16.75, with the 
volume spots at $10.75 and $12.75. Our 
children’s shoes range from $3.00 to 
$7.00.” 

Sept. 8, 1936, was the sixth anni- 
versary of the opening of the new 
Field-Schlick store, and Mr. Biwer has 
been in charge of the shoe department 
since that time. 

Phil Morgan, president of the Chaix- 
Copley Corporation, St. Paul, men’s 
clothiers, believes, “The public wants 
a better shoe, and you can’t give a 
man a shoe for less than $6.50 that 
will stand up, and that has style and 
class. 

“In the first four months of 1936 we 
had a substantial increase over last 
year, our sales during the Summer 
were up to last year despite the exces- 
sive heat, and this Fall our shoe sales 
are showing a marked improvement 
over a year ago. Our men’s shoes sell 
from $5.50 to $10.00, with the volume 
spot at $6.50. 

Duluth, at the head of Lake Su- 


, perior, is the port of Minnesota and 


the Northwest to Great Lakes, sea- 
board and world-wide ports, offering 
cheap water transportation over half 
the width of the American continent. 
Three-fourths of all iron ore produced 
in America come from ranges in terri- 
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tory tributary to Duluth, which has the 
world’s largest ore docks. 

In Duluth are 22 retail shoe outlets. 
This city had no bank failures during 
the depression years, and there were 
no strikes in the depression period. Re- 
tail trading area of Duluth comprises 
seven Minnesota counties and two coun- 
ties in Wisconsin, with a population 
of 377,149, including Duluth. 

An increase from $22.38 in June, 
1935, to $23.73 in June, 1936, as the 
average weekly earnings of employees 
in all industries of Duluth, both manu- 
facturing and non-manufacturing, is 
reported by the Minnesota State Em- 
ployment Service. 

William C. Pharaoh became manager 
of the ladies’ shoe department at 
Oreck’s, Inc., Duluth, on Jan. 1, 1934, 
and the growth of business which the 
company has enjoyed since that time 
shows a demand for quality footwear. 

Let Mr. Pharaoh tell in his own 
words, “I’m going to do 40 per cent 
more business in September this year 
than I did during the same month last 
year, and September last year, and 
every year, is our biggest month. I 
had a 33 per cent increase in August, 
and from Feb. 1, 1936, to Sept. 15 I 
had an increase of 27 per cent over 
last year. This year we’re going to 
double our 1934 business. 

“Lately, in the higher-priced shoes, 
I’ve noticed a marked increase in sales, 
and we have a lot of ladies buying 
$6.00 shoes instead of staying at their 
old shopping limit of $3.95. Our shoes 
sell from $5.00 to $14.75, and the most 
popular prices are $6.00 and $12.75.” 

Marcus D. Nob’s sold shoes in 1881 
in Minneapolis, when buttons were all 
the go, and his enthusiasm and love 
for the shoe business is just as great 
as it ever was. Today he is building 
up a remarkable business in men’s 
shoes as the shoe buyer for M. Cook 
& Sons, Duluth clothiers, a position he 
assumed on June 1, 1935. 

From June 1, 1936, to the middle of 
September, Mr. Nobis reports an in- 
crease of 25 per cent in sales over the 
same period last year. His men’s shoes 
sell from $5.00 to $15.00, with the vol- 
ume spot at $7.50. 











LEZY = BVWES 


NO SHANK SHOES 


an *% 
$2.50 per pale “ 
No. 456—Brown Elk Ghillie Ankle Tie, 


Seven Iron Dampproof Flexible Sole, 10/8 
Heel, Unlined—outside Counter Pocket. 


6 
Lazy-Bones— the shoes that 
make life’s walk easy for every 
active young woman. Their 
construction relieves stress and 
strain by gently massaging the 
arch with every step; invigorat- 
ing the tissues and blood ves- 
sels and assuring healthy feet. 


Regardless of price, Lazy-Bones 
are the finest shoes of this type 
made. Outside counter pocket, 
full vamp and tongue all in one 
piece, eliminating all irritating 
seams and making the inside as 
smooth as a kitten’s ear. Top- 
line is reinforced so that the 
quarter cannot stretch. 


@ 


STYLES IN STOCK 


White, Brown, Mocha and Black Elk, 3 
5/9 AAAA; 4%4/9 AAA; 4/9 AA-A; 3146/9 
B-C—All Priced at $2.50 Per Pair. Write for 
Catalog and Samples. 

Demand for Lazy-Bones has ex- 
ceeded all expectations. America’s 
most alert shoe merchandisers were 
quick to see in them a source of 
profit. Deliveries are now being 
made from our stock department. 
Well rated accounts are invited to 
write for a Lazy-Bones catalog. 


Fine Goodyear Welts Exclusively 
THE JUVENILE SHOE CORPORATION 
OF AMERICA 
CENTRAL TERMINAL BLDG. 

710 N. 12th Blvd. Saint Louis, Missouri 


LEZY 2BWwS 


MAKE LIFE’S WALK EASY 











“What the customer is usually after 
today is a good looking shoe,” finds 
John Wicklund, buyer for the men’s 
shoe department of Floan-Leveroos- 
Ahlen Co., Duluth clothiers. “Then he 
wants comfort. It’s much easier to 
sell better shoes now than it was two 
or three years ago, and I notice when 
taking off their old shoes, that in 75 
per cent of the cases they are buying 
better footwear. 

“Our shoes sell from $5.00 to $10.00, 
with most of the sales at $8.75. From 
Jan. 1, 1936, to Sept. 1, our increase 
in shoe business was 12 per cent.” 

Frank Lind, shoe buyer on the main 
floor of the Glass Block department 
store, Duluth, says, “Sales for 1936 
from Feb. 1 until Sept. 15 are 6 per 
cent ahead of last year, and our in- 
crease is in dollars and cents rather 
than in pairage, which indicates that 
our customers are buying better shoes.” 

In Mr. Lind’s department, ladies’ 
shoes sell from $3.95 to $10.50, with 
the volume at $6.50. Misses’ shoes sell 
at $3.45 and $5.00, chiefly at $3.45. 
Boys’ shoes are priced from $3.45 to 
$3.95, chiefly selling at $3.45. Chil- 
dren’s shoes are bought from $2.45 to 
$4.50, mostly at $2.95. 


J. Hollenberg Made 
Shapiro Buyer 


Newport News, VA.—Jack Hollen- 
berg has recently been appointed buyer 
of men’s, women’s and children’s shoes 
in the Shapiro Department Store at 
2404-06 Jefferson Avenue, here. 

Mr. Hollenberg was formerly asso- 
ciated with E. Hollenberg, Inc., of Jer- 
sey City, N. J.; Edison Brothers of St. 
Louis, the Empire Shoe Company of 
New York; John Irving Shoes of Bos- 
ton, Mass.; Cotrell & Leonard in Al- 
bany, N. Y.; Hofheimer’s of Norfolk, 
Ve., and the Irving Drew Company of 
Portsmouth, Ohio. 

A complete modernization program 
is now under way in the Shapiro store 
in which en entirely new and modern 
shoe department is provided for. Plans 
have been made for the opening in the 
latter part of this month. 
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.$. ROYAL HEELS | 


Fitting and proper companions 


FOR ALL GOOD 


SHOES 


USKIDE Soles, Soling, and Toplift 
Material. From Coast to Coast, the 
name “Uskide” stands for “The 
Wonder Sole for Wear.” Uskide 
products are waterproof—long- 
wearing—popular everywhere. 

REGENT Heels with Washers— 
popularly priced—the new modern 
design. 





! Additional 
U. S. Shoe Products are: 
1. Laflex Mid-Soling 
2. Kralex Inner Soles 
3. Insolex Inner Soles 
























U. S$. ROYAL HEELS 
NAIL TIGHTLY, WEAR LONGER, AND GIVE 
THAT FINISHED APPEARANCE SO DESIRABLE 
IN HIGH-GRADE, WELL-STYLED SHOES 


Quick to realize the added attraction —added sales appeal— of 
smartly tailored heels, shoe Jobbers and Retailers now specify 
“U. S. Royals.” 

Blind nailing achieves smarter appearance...new insert con- 
struction gives greater resistance to nail pulling... perfect cup- 
ping, combined with an insert of just the proper firmness and 


toughness, provides a specially tight edge...and U. S. Royal 
Heels are built in sizes and contours which conform to Boot 


and Shoe Manufacturers’ standards. 


yy , 
+_United States Rubber Company _ ted States Rubber Compan ay, 


> United States Rubber Products, Inc. New York. N. Y. | 
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THIS WEEK IN THE SHOE TRADE 
SATURDAY, OCTOBER 10, 1936 


NATIONAL NEWS 





Phila. Considers Clearance Controls 





Preliminary Meeting Endorses Cooperative Spirit and Committee 
: Appointed to Draft Final Plan 


PHILADELPHIA.—Shoe Merchants 
Council of Philadelphia met at the 
Hotel Adelphia October 6, the largest 
attendance to date of that alert body of 
merchants who organized a year ago 
for the purpose of setting up rules of 
fair play and progress as a pledge of 
service to the public. 

The meeting was called to order by 
President T. Dun Belfield, who outlined 
the policy of the Association on com- 
parative prices, clearances and sales, 
pointed out Philadelphia merchants 
had held to their agreements in the 
two past seasons, and that the at- 
tendance and representation indicated 
by this meeting gave promise of a con- 
tinuance of the policy for the follow- 
ing winter season. 

The Philadelphia trading area rep- 
resents a market of thirty-five million 
dollars worth of shoe sales, of which 
exclusive shoe stores and shoe depart- 
ments have the major volume of the 
business. Merchants in their own right 
have been able to check sales abuses 
and establish better business practices 
by collective action. 

Every merchant and buyer present 
expressed his opinion on the season for 
clearance sales, and it was voted that 
a committee of five, led by A. H. Bo- 
gutz, would consider preparation of a 
pledge of cooperation and have it 
ready for action by the Shoe Merchants 
Council of Philadelphia one week hence. 
It was generally agreed that there 
would be no public advertising on gen- 
eral shoe clearance sales until after 
Christmas, with the possibility of 
some tolerance for the movement of 
merchandise without publicity and ad- 
vertising to customers of individual 
stores. The whole matter was left to 
the following committee to report: 
A. H. Bogutz, Bonwit Teller Co.; B. B. 
Turner, Hanan Shoe Co.; Milton Har- 
per, Walkover Shoe Co.; J. B. Good- 
man, The Blum Store; Murray Rolfe, 
Dalsimer Shoe Store. 

Editor Arthur D. Anderson gave a 
survey of the work being done 
throughout the nation in the control of 
clearance sales, and indicated that 
Philadeiphia had led the way by 
greater adherence to sales agreements 
than perhaps any district in the na- 





PRODUCTION OF BOOTS, SHOES, AND 
SLIPPERS, OTHER THAN RUBBER 
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RISE IN PRODUCTION 
CONTINUES 


Washington, D. C.—The production of 
shoes in the United States continued to climb 
during the month of August, 1936, reaching 
a total of 40,068,584 pairs for the month. This 
is an increase of 13.8 per cent over its pre- 
ceding month, July, and an increase of 7.6 
per cent over August, 1935. Total production 
in the period from January to August, 1936, 
amounted to 265,500,852 pairs, an increase of 
3.2 per cent, or 8,259,724 pairs, over the pro- 
duction total of the corresponding period in 
1935. 


Gains are shown in the production of both 
men's and women's shoes, an increase of 4.3 
per cent for men's shoes and 5.3 per cent for 
women's, but children’s shoes in all lines show 
decreased output for the eight-month period. 


The largest gain was shown in athletic shoes, 
an increase of 26.0 per cent for the eight- 
month period, while the all-fabric shoe 
dropped off 36.6 per cent from the figure set 
in the same period a year ago. 

Slipper production, both the all-leather and 
part-leather lines, show substantial gains over 
the eight-month period of a year ago. Total 

lipper production shows a gain of 16.9 per 





tion. The Council was in complete 
agreement that footwear advertise- 
ments must be truthful and written in 
the spirit of fair play to the consumer 
and fellow-merchants. 


Top Grades Showing Real Action 


Los ANGELES, CALIF.—In the Mandel 
shoe store first floor department where 
the price range is from $6 to $10.75 in 
both high and low heel fashion shoes 
for women, the $8.75 and $10.75 grades 
are showing unexpected strength in the 
Fall selling. The reason given for this 
by Harry C. Wolfson, is that the market 
was combed for outstanding patterns 
in this price field. The public ap- 
preciation for this fashion selection has 
been most gratifying to the manage- 
ment. “We are giving the women smart 
shoes along simple lines, not very orn- 
ate and mostly self-trimmed, in the 
better grades. Our regular customers 
are buying the better grades in increas- 
ing numbers, while the publicity in the 
newspapers and the windows are in- 
viting in many more buyers,” said Mr. 
Wolfson. This store has always been 
noted for the number of multiple sales; 
this Fall, this trend is so strong that 
double headers are relatively common, 
it taking a four or five pair sale to 
create any comment. 


cent for this period. 





Largest Shoe Showing on Coast 


Los ANGELES, CALIF.—One of the 
greatest showing of shoes ever made 
on the West Coast was the solid bank 
of fourteen shoe windows in The May 
Co. store. This represented one whole 
city block of shoe displays which 
ranged from $3.95 to $15.75. Each 
window was given a special price or 
make by itself. Newspaper advertising 
which backed up this promotion was 
written around the theatrical theme of 
“A Cast of 40,000 suave beauties, fea- 
turing nine exclusive headline names 
rings up the curtain on our Fall pre- 
view of fashion.” 

The copy went on to state, “It is, we 
are happy to say, practically impossible 
to mention any occasion, any foot, tem- 
perament or last that The May Com- 
pany is not able to cope with in shoes. 
From the flexible flattering Paragons 
to jewel-like, hand-made Palter De 
Liso, we have the foot situation well 
in hand. We will fit you in Lilliputian 
2%’s or Gargantuan 11’s ... and our 
expert fitters will put you under the X- 
ray tc see that every one of your 43 
bones is strictly on the up and up. With 
450 new styles... with prices for every 
income.” 








week. The Boston & Maine line, alone, 
carried 24,000 persons last season to 
the Winter resorts in the White Moun- 
tains from Jan. 1 to March 8. 

Due to the immense popularity of 


[CONTINUED FROM PAGE 23] 


ment supervision. Further West, the 
hills back of Los Angeles are always 
open for the ski enthusiast and in 
Seattle, a municipal ski hill has been 
opened recently. 





A new boot this year by R. J. Sawyer, Inc., featuring the instep strap, popul 
sole protectors used instead of the single strip. 


wn also are tho two-piece brass 


this sport, railroad lines, both in the 
East and in the West, have sponsored 
the opening of many new ski trails to 
accommodate the larger crowds that 
will turn out for this sport this coming 
Winter. New runs in the Berkshires 
in Massachusetts, the Adirondacks and 
Catskills in New York and the White 
Mountains in New Hampshire have 
been developed or are in process of 
development and will later be listed, 
railroad officials state. In the West, 
railroad lines are also busy construct- 
ing new ski trails for this Winter. In 
Colorado the United States Forestry 
Service is now surveying locations for 
a new course to be built under govern- 





this season 





The retailing of boots suitable for 
ski-ing is something new to the ordi- 
nary shoe retailer and there is much to 
know in order properly to promote the 
sale of this type of shoe. 

A ski boot takes a lot of abuse and 
so necessarily it must be made of the 
best materials. Some manufacturers, 
in an effort to lighten the ski boot, have 
tended to eliminate features in its con- 
struction that ski experts consider es- 
sential. A steel shank is absolutely 
necessary in order to offset the tremen- 


dous strain of the heel strap on the 


boot when the skier negotiates the 
sharp turns necessary in down-hill 
running, the leading phase of the sport 
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of ski-ing today. Secondly, the leather 
must be of the best grade, properly 
dressed to withstand the ravages of 
snow and water. 

The soles and heels of ski boots, too, 
are extremely important. It has been 
found, after wide research among ski 
experts, that the rubber heels are pre- 
ferred by many. They are made with 
a flat surface and they tend to prevent 
ice from forming under the heel, a 
difficulty in boots with leather heels. 
There is nothing more disconcerting to 
a skier than the uncomfortable forma- 
tion of ice on the heel of his boot. 

Although some ski boots are made 
with rubber soles, they are not as prac- 
tical as those of leather. Rubber soles 
do not make as good a fit in the ski 
binding as leather soles since there is 
considerable “give” to them. And then 
there is the important matter—wear- 
ability. In the lip binding, it is said 
that rubber soles will not stand up as 
well as leather soles, due to the strain 
and continual chaffing at the sides. 
It should be understood that two types 
of bindings are used on skis, one the 
lip binding and the other the toe strap 
binding. The lip binding is a clamp 
that grips the sole of the boot at both 
sides with a heel strap that runs 
around the heel of the boot, through the 
groove in the heel, holding the foot 
forward in the clamp. This type of 
binding puts the greater part of the 
strain on the welt of the boot. On the 
other hand, with the toe type binding, 
a strap over the toe of the boot, with 
a heel strap holding the foot forward 
in this strap, puts more strain on the 
toe box. Thus, the binding of the ski 
make a difference in the type of boot 
to be sold. 

On boots for use in the lip binding, 
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sole protectors are absolutely necessary 
to protect the sole from chaffing and 
buckling. These protectors are of dif- 
ferent types, the most widely used is 
a strip of brass fastened to the edge 
of the sole on both sides. Some of 
these protectors are in one piece and 
others are in two, but all are so de- 
signed to fit snugly against the bind- 
ing, allowing no play whatever and 
preventing the leather of the sole from 
being pressed out of shape. Another 
protector which is being used this year, 
instead of having the metal protection 
outside the sole, has some hard mate- 
rial inserted into the side of the sole. 
This has been found to work as well 
as the brass strips. 

Most ski boots are made with a band- 
ing of felt around the top to prevent 
snow from getting inside the boot. This 
type is probably the most widely used, 
but there is also the boot with a strap 
around the top instead of the felt, 
which besides keeping the snow out, 
can be used as an ankle support. Still 
another is the boot with a leather 
apron covering the laces in front and 
secured by two straps, one running 
across the instep and another higher 
up. Another boot on this type which 
is new this year and something of a 
combination of the aforementioned two, 
is made with a bellows tongue running 
from the toe over the laces and secured 
at the top with a strap running around 
the top of the boot. Boots with a short 
lacing at the back are also new this 
year. 

The plain boot with no straps, con- 
tinues to hold its popularity, but boots 
with an instep strap are meeting with 
increased acceptance. 

Many novelties are being made in 
ski boots running from the all-white 
boot through the two-tones to the all- 
brown and black. Black and white 
two-tones are the most popular of the 
novelties, but there is also the combin- 


ation of the same color in different 
tones, the lighter tone being carried 
out in the straps or an outside counter. 
Then there is the black boot with white 
trimming, such as the anklet or the 
instep strap. 

Ski authorities advocate a light or 
medium weight boot for the beginner. 
A person taking up this sport for the 


Something new for after ski-ing promotion is 
the "Zuni" developed on the Pacific Coast by 
the Pasadena Slipper Co. The "Zuni" is of 
suede, both soles and uppers, one-piece con- 
struction and without any stitching. 


first time will find that after a day of 
traveling about on skis, his or her 
feet and legs will be pretty well tired 
out. This first day has been the cause 
of many beginners giving up the sport 
entirely, on~ the belief that it is too 
much for them. The recommendation 
of a light boot to a beginner, with an 
explanation why it is best for their 
purpose, will result in the sale of an 
extra pair when he or she feels, or is 
told by the instructor, that they are 
ready to go into the more advanced 
stages of the sport. 

Three years ago, relatively few man- 
ufacturers were equipped to make the 
type of boots suitable for ski-ing. The 
year 1936 represents a far different 
picture. The long established ski boot 
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manufacturers have more extensive 
lines and many additional manufac- 
turers have presented ski boots to the 
American market. To make a proper 
ski boot takes extensive research and 
study, so much care should be taken 
by the retailer in selecting the manu- 
facturer from whom to purchase these 
boots. For the purpose of stock con- 
trol and supply, it is not usually prac- 
tical to buy from more than one or two 
boot manufacturers. 

The promotion of ski footwear by 
the shoe retailer is not alone limited 
to boots for active wear, for there are 
many persons who, although they do 
not indulge in the sport itself, are 
ardent followers. For these people, 
boots classified under spectator foot- 
wear, can be successfully promoted. 
The requisites of these boots are few 
but important. First, they must be 
warm for there are few ski runs that 
have stands built for the use of the 
spectator and so necessarily he or she 
must stand on the sidelines in the 
snow. Secondly, they must be water- 
proof which is really a prerequisite 
of the first. 

Under the classification of spectator 
boots, the general all-round outdoor 
boot probably comes first. This boot 
is of the moccasin type made about 
mid-leg high. Made of specially- 
treated leather, this boot is both warm 
and comfortable when worn over thick 
wool socks. 

Another boot which in style and 
purpose is distinct and apart from 
the regular boot for active wear, is a 
shoe which is for use during those 
hours when the skis are not in ser- 
vice, that is, when the skier is at 
luncheon, etc., and still wishes to wear 
a shoe in keeping with the costume. 
This shoe is more decorative than the 
regular ski boot in fancy stitching and 
the applied anklet of contrasting color. 
Another feature is the grooved heel, 
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NEW KIND OF SHOE POLISH 





SWAGGER LIQUID SHOE WAX 
REVOLUTIONARY 


Colors that sell as fast os white! 
The first “year-round-flash” in 
polish. REPEATS . . . PROFITS. 


Send for FREE SAMPLE Today 
SWAGGER, INC. + 916 PARRISH STREET 
Philedelphia, Pa. 





a simulation of the one on the regular 
boot, but for use as decoration only. 
Color is also important in this type 
of boot and many contrasts of color 
and style are available. 

A new hoot for spectator use, de- 
veloped this year, is one for wear over 
the ordinary street shoes. These boots 
are lined with wool skin, zipper fast- 
ened and with soles of crepe rubber. 

Another important shoe which wid- 
ens the market for ski shoe promotion 
by the shoe retailer, is the indoor 
shoe to be worn when the sport is 
finished and the warmth of the fire- 
place beckons. Although there is a 
promotion possibility for fur-lined 
slippers, leather moccasins, etc., there 
is al8o0 a definite place for the shoe 
that is less boudoir-like, especially 
when the skier is away from home, 
possibly at a Winter resort. 

There are many styles in shoes for 
this use by both men and women. For 
the men, the “Norslaak” or “Weejun,” 
so called by the several shoe retailers 
who actively promoted this shoe dur- 
ing the past Summer for wear with 
slacks, is readily adaptable for use 
as an after-skiing shoe. It is a hand- 
sewn shoe of the moccasin type with a 
sturdy leather sole and a low leather 
heel. The original style is made of 
natural cowhide, but several varia- 
tions of this shoe are being made 
of fur. 





= i opuere featured in this article from 
ollowing: 
a Suits, Brows & Jacobson, Inc., 512 
Seventh Avenue, New York. 
Ski Jackets, Harris Raincoat Co., Inc., 
512 Seventh Avenue, New York. 
Ski Caps, Charles S. Merton & Co., 358 
Fifth Avenue, New York. 
Ski Mittens, Perrin Glove Co., Inc., 
432 Fourth Avenue, New York 
Ski Gaiters, S. Rauh & Co., 642 Sixth 
Avenue, New York. 
Ski train photo courtesy of New York, 
New Haven and Hartford R.R. 





Shoe Store Plan New Homes 


New ORLEANS, La. — Commercial 
leases recently dominated the real 
estate picture thrusting sales into the 
background. Three or four leases re- 
ported will see the location of new re- 
tail outlets here. Allen’s Shoe Store 
has leased the three story building at 
1001 Canal Street, corner of Burgundy 
Street, in an expansional move. Altera- 
tions of the new location will include 
the installation of a new marble front 
on the building, new Neon signs backed 
by maroon porcelain enamel and a full- 
length sign. The interior will be lighted 
indirectly and modernistic furnishings 
will be included. The work is being 
carried on a 24-hour basis to allow oc- 
cupancy of the new quarters within 
three weeks. 

A 10-year lease involving nearly 
$200,000 in rentals on the four-story 
building at 801 Canal Street, corner of 
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COULD YOU FIT 


more little feet 
IF you had more little 


feet to fit? 
@ 


Ideal Flexible Hard Soles can 
bring soft sole graduates to 
your store for full fledged 
juvenile footwear. 

Ideal Flexible Hard Soles are 
the link between thousands of 
wearers of Ideal Baby Shoes 
and the alert juvenile depart- 
ment which wants a constant 
flow of new business. 
Thousands of parents know the 
Ideal trademark—will go to the 
juvenile department that dis- 
plays it. 

Won't you write us for com- 
plete details? 


MRS. DAY'S IDEAL BABY SHOE CO. 
DANVERS, MASS. 


penis of do ge hime 
Sole—Intermediate and 


IDEAL 


FLEXIBLE HARD SOLES 
which will bring more children into your 
store for their first pair of full-fledged 

, ivvenile shoes. , 








Bourbon Street, has been signed by 
Edison Brothers Shoe Stores, of St. 
Louis, Latter & Blum, Inc., announced. 
The building will be remodeled and air- 
conditioned and a new front installed. 


Leed's Building Modernized 


Los ANGELES, CALIF.—The five-story 
building occupied by Leed’s Shoe Store 
at 525 South Broadway here has been 
modernized at a cost of $15,000 to make 
it one of the most pretentious shoe 
retailing establishments in Los Angeles. 
The facade of the building, to its full 
height, has been finished in porcelain 
enamel, while the doors and transoms 
of the imposing entrance are done in 
Chinese red formica, ornamented with 
bronze, and topped by a spectacular 
Neon sign. The lobby of the entrance 
is floored with green, blue and yellow 
marble, in the center of which is set the 
inlaid design of a woman’s shoe. 

Lighting effects in the show windows 
are produced by concealed reflectors. 
The interior of the store has been great- 
ly enlarged and the seating capacity 
increased by 50 per cent. 


Football Game for Welfare Shoes 


PITTSBURGH, Pa. — The Sun - Tele- 
graph here is sponsoring the second 
annual Shoe Fund Football Champion- 
ship Game at the Pitt Stadium on No- 
vember 21. All proceeds will be used 
to purchase shoes for the needy school 
children in Allegheny County. 
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New French Salon in Blum's-Vogue 















Chicago, IIl—Blum's-Vogue at 630 South Michigan Boulevard opened a new shoe salon 
recently known as the Little French Salon. This new shop opens just off the main shoe salon. 
In it are featured high grade evening footwear and custom made shoes, in a wide variety 
of charming and unusual styles. The salon is finished in pastel tones, the walls and display 
cabinets are all hand painted and the French chairs are upholstered with a beautiful cream- 


colored leather. 
behind the walls. 


Indirect lighting prevails throughout and ‘all the floor stock is concealed 





Shoe Institute Holds 
First Meeting 


New YorkK—The Shoe Institute held 
its first meeting of the season Wednes- 
day evening, Sept. 30, in its club room 
in the Hotel Plymouth. An exception- 
ally large number of young men and 
women turned out for the meeting 
which was very successful both from 
the standpoint of attendance and pro- 
gram. 

The meeting was opened by Louis 
Feman, director of the Shoe Institute, 
who, although not actively engaged in 
the shoe business, is interested in it 
being an instructor of shoe merchan- 
dising and shoe designing at the Cen- 
tral Needle Trades School in New 
York. Mr. Feman outlined the purpose 
of the Shoe Institute to the non-mem- 
bers at the meeting and also some of 
the plans for future meetings after 
which several new members were en- 
rolled. Following his talk a film was 
shown on the construction of shoes in 
the factory during which the different 
processes were explained by John 
Vegsey of the I. Miller factory in Long 
Island City. 

An interesting program has been 
planned for the next meeting which 
will be announced later. 

The Shoe Institute is a group of 
former students of the Shoe School and 
men actively interested in the shoe in- 
dustry who are keen enough in their 
business to gather in open forum and 
discuss problems encountered in their 
everyday business. 

It is headed by E. J. Arons of the 


Hurley Shoe Stores with L. H. Stutz 
of the A. S. Beck Shoe Co., first vice- 
president; Leonard Murphy, owner of 
Murphy’s Shoe Store at Flushing, L. I., 
second vice-president; Miss Gregory, 
designer of shoes, secretary; and L. 
Strickoff of the A. S. Beck Shoe Co., 
treasurer. : 

H. Moroso is chairman of the pro- 
gram committee, H. Cantor is in charge 
of publicity, Murray Schlefar heads 
the membership committee and J. Dan- 
iels is in charge of the finance com- 
mittee. 





Fire Damages Lustig Store 


YOUNGSTOWN, OHIO — More than 
$100,000 damage was caused by fire 
September 26 at Lustig’s, Inc., shoe 
store, 125 West Federal Street, here, 
believed to have started from defective 
wiring. Bert Lustig, secretary-treas- 
urer of the company, said the firm 
would rebuild the store at once. He said 
the store was carrying its peak stock 
of new fall shoes, valued at more than 
$125,000, covered by insurance. Stock 
was damaged by fire, heat, smoke, and 
water. 





Leather Boots for Army 


Boston, Mass.—The Boston Quar- 
termaster Depot of the United States 
Army is advertising for bids on 29,928 
pairs of leather boots. These boots, 
known as “Special Type J,” are full 
laced and are used by mounted, enlisted 
men. Bids submitted will be opened 
and the contract awarded on Oct. 13. 
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Will Your 


Ujusurance 


Pay the Bill? 





(Because National Retailers insur- 
ance audit reports are strictly con- 
fidential, the name used in the fol- 
lowing is fictitious, although the 
story remains true to fact.) 


As far as insurance was con- 
cerned, the S Shoe Company 
was like most of the other stores in 
its town of 50,000. It carried Fire 
and Lightning; Mercantile Safe and 
Vault Burglary; Office and Store 
Robbery; Workmen’s Compensa- 
tion; and Owners’, Tenants and 
Landlords’ Liability, and Mr. S—— 
assumed that all of his hazards were 
well covered. 


The National Retailers was asked 
to audit these policies, however, and 
make recommendations, and, after 
showing what substantial savings a 
different type of coverage offered, we 
pointed out to Mr. S—— the gaps in 


his protection. 


He had no Use and Occupancy 
insurance to protect his profits and 
fixed charges should fire destroy or 
partially disable his store. He was 
without Boiler coverage to pay the 
costs if the heating plant in the base- 
ment exploded. He didn’t realize his 
need for Windstorm and Hail, be- 
cause no one ever explained that fires 
resulting from windstorms were not 
covered by his Fire insurance. 


Those were the major lapses in 
the S—— insurance schedule—we 
made suggestions on a few more and, 
with the savings he could obtain in 
the National Retailers and its associ- 
ates, his new premiums totaled only a 
trifle more than what he had always 
paid for considerably less coverage! 





Cuase M. Smita, 


Secretary of the National Retailers 
Mutual Insurance Company 


What does your insurance cover? 
Write today to find out. Without 
any cost or obligation Mr. Smith 
will be glad to have a _ thorough- 
going audit made of your coverage. 


National Retailers 
MUTUAL INSURANCE 
Company 


7450 Sheridan Road Chicago, U.S.A. 
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The recently remodeled shoe department of the Utica Clothing Company in Des 
Moines, up-to-the-minute in appearance with new furniture and fixtures and with a 
pleasing color. contrast carried throughout. 


Des Mornes, Iowa — The first floor 
shoe department at the Utica Clothing 
Company store, 601 Walnut Street, the 
ladies’ part of which was recently taken 
over by the Foot Saver Shoes, Inc., has 
been remodeled in a pleasing modern- 
istic style that gives an effect of space 
and quiet distinction to the first floor 
of the store. 

In the main department all stock is 
concealed in an arrangement which 
places the stock within easy access of 
the fitters in the department. The wall 
space in front of the stock shelves is 
paneled with 18-inch oak panels fin- 
ished in a light natural color. Heavy 
curtains of rust damask hang in the 
door entrances to the stock shelves and 
three display compartments with open 
front and overhead indirect lighting 
are recessed in this paneling at a 
spaced distance apart. From three to 
four pairs of shoes can be displayed in 
each of these. 

A 12-inch panel of oak extends 
around the department above the cor- 
nice line and six-inch cut-out block let- 
ters in gold are placed on this in both 
the women’s and men’s departments. 
The upper walls and ceiling are ivory. 

The cashier’s desk is centered be- 
tween the men’s and women’s depart- 
ments which are entirely separate and 
under different management. 

The selling area of the shoe depart- 
ment has been separated from the main 
part of the store by four and one-half 
foot high cases for hosiery, gloves and 
handbags which face the main part of 
the store. The backs of the cases which 


face the shoe department are paneled 
like the opposite wall. The 18 by 24 
foot annex to the west and north of the 
main part, is finished with modernistic 
silver wall paper on the east and north 
walls and shelving for shoes on the 
west. The woodwork of this room is 
painted a sage green. Two mirrors 
hang on the east wall with a full length 
mirror in the door centering the north 
end of the room. 

The tubular shoe fitting chairs are 
upholstered in brown leather and ar- 
ranged in groups of two and three in 
the main department and along the 
walls of the annex. The entire floor 
space is covered with a carpet in three 
shades of soft dull green that adds a 
touch of comfort and elegance to the 
room. 

Jack W. Fowler, who came here the 
ist of August, is the manager of the 
Foot Saver department. 

The men’s department carrying the 
Nunn-Bush and Edgerton lines oc- 
cupies the part east of the cashier’s 
desk. The furnishings in this depart- 
ment are the same as the women’s de- 
partment with the exception of the 
chairs which are upholstered in red. 

Russel J. Severson, who came into 
this department five years ago as as- 
sistant manager, has managed it for 
the past three years. 

The entire first floor of the store was 
also remodeled with oak paneling and 
ivory walls and a rearrangement of 
display counters and although the room 
is really smaller than before the re- 
modeling, it looks much larger. 








Crocodile Popular in Miami 


Miam1, Fira—yY. G. Pope, manager 
of the Men’s Shoe Department at 
Burdine’s, reports activity in the new 
genuine crocodile shoe that he is offer- 
ing at $12.75. Men are interested in 
it because it is new and different from 
anything that has been offered for some 
time. In the lower price bracket the 





alligator and calf trim at $5.50 is meet- 
ing with approval. It has ceased to be 
a novelty and is an accepted shoe of the 
season. Of brown or grey reversed 
leather with alligator calf trim it is 
very smart. Browns are running to 60 
per cent with grey at 40 per cent. Bucco 
and calf in grey and brown is also 
active. This is a two-eyelet model show- 
ing the ski shoe influence in the toe. 
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Open Season for Rubber Footwear 


[CONTINUED FROM PAGE 24] 


Salesmen have gotten trained to 
showing hosiery when they show shoes. 
Why can’t galoshes and rubbers be in- 
troduced at the shoe fitting stool too? 
Why can’t space be spared for the dis- 
play of a few overshoes and gaiters 
right now ... and from now on? 

The second way to do a job is to buy 
rubber footwear with real style value 
and to sell it on the strength of its 
style appeal. The new, high-cut monk 
type rubbers, built for higher cut shoes 

. surely there is style news here. 
And in the galoshes pictured, there 
are plenty of new talking points: ... 
The gaiter that snaps in the back, for 
instance, unfastens easily and keeps 
a woman’s gloves clean. The boot that 
rolls up and tucks into a traveling bag. 
The spiral boot without fasteners. The 
galosh with the tailored tweed pattern 
and a patent leather finish trim. Ga- 
loshes in colors to match costumes. 
White footwear for white raincoats. 

We know of one group of stores who 
ordered so many white overshoes that 


the factory thought there must be a 
mistake and wired for confirmation. 
But the stores meant white overshoes 
all right. They sold them all right. 
And sent for more! 

You can’t, of course, stock every 
high-light number. But you can at 
least have one or two shoes that tell 
a style story. 

Third, there is the thought of selling 
a rubber footwear wardrobe for differ- 
ent kinds of weather. Rubbers for the 
average run of rainy days. Rubber 
gaiters for severely stormy and snowy 
days. Warm, fur-trimmed boots for 
bitter cold days and nights. 

With the weather variations we have 
been having, these past two Winters, 
every woman needs these three types 
to take her comfortably through the 
season. Displays and advertising can 
well play up this point, dramatizing (as 
suggested in our photographs) rain, 
snow and ice, the three different kinds 
of weather that take three kinds of 
rubber footwear. 





Detroit Shoe Exhibit Big Success 


Detroit, MicH.—The Detroit Shoe 
Exhibitors, an organization formed 
through the interest and activity of 
David Brown, of the M. J. Saks 
Shoe Corporation, of New York, holds 
displays every Monday (October 12 ex- 
cepted) on the 14th floor of the Hotel 
Statler. 


DAVID BROWN 


The enterprise is known in every 
city and town in Michigan, and that 
this display service is filling a long felt 
need, as anticipated by Mr. Brown, is 
evidenced by the appreciation and re- 
sponse of the upstate merchants in 
availing themselves of the opportunity 
to inspect and buy for their every re- 
quirement. 

In anticipation of the colder weather 
and the onslaught of the rubber busi- 
ness, plans are being made to display 
pi days of the week, Sunday and Mon- 

ay. 

Mr. Brown, who is a veteran in the 
shoe business, has put forth every ef- 
fort towards the success of this enter- 
prise. He is very active.in the Michi- 
gan Shoe Travelers, serving on the 
board of directors, and an appointee 
pe ag Shoe Convention in January, 


Mr. Brown extends an invitation to 
every shoe salesman in the State of 
Michigan who wishes to display his line, 
to get in touch with him at the Hotel 


Statler every Monday. 


Shoe Men Represented 
on Business Bureau 
BurraLo—Shoe retailers of the city 


. will be represented on the merchandise 


advisory committee of the newly organ- 
ized Better Business Bureau aimed to 
eliminate unfair business practices in 
the advertising and sale of footwear, it 
was made known by Gordon E. Smith, 
manager of the bureau. The commit- 
tee, now in the process of organization, 
plans to prepare a schedule of minimum 
standards covering price comparisons 
and leather descriptions. Charles Hahn, 
Jr., vice-president of Sattler’s, Inc., one 
of the largest retailers of low priced 
shoes in the city, already has been ap- 
pointed a member of-the committee. 
Others will be named later. 


A. Shilstat Opens Shoe 
Department 


MONROE, LA.— Alex Shilstat, man- 
ager of the Boston Shoe Store of Vicks- 
burg, Miss., has opened a shoe depart- 
ment in the Ruth’s Shop, Inc., here. 

Irwin Goldberg has been appointed 
manager of the new department by Mr. 
Shilstat. Mr. Goldberg was formerly 
connected with the Cinderella store in 
Monroe. 

Many comments were received from 
customers on the opening day of the 
new department and several declared 
it to be one of the best looking depart- 
ments in the town. 
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Clover Leaf 
METATARSAL PADS 


Any style—leather covered or regular. 
Fastened by tacks or adhesive. Gives you 
an additional sale at a high margin of 
PROFIT—about 50%. Quick turnover. 
Rapid Delivery. With the complete Scott 
line ANY case can be fitted correctly. 
Also made in Felt. 


Per Dozen Pairs 


Leather 
Regular 
$1.10 


ADDITIONAL CHARGE FOR TACKS 
OR ADHESIVE 


SCOTT'S REGULAR METATARSALS 
Sponge Rubber for McKay and Turn Soles. 
Gross 
$11.00 
10.00 
° 9.00 
80 8.00 


The Complete SCOTT Line 
Makes The Shoe Merchant 
A FOOT-CORRECTION SPECIALIST! 


SCOTT'S TACKED METATARSALS 


Installed and adjusted —_— by means of 
sharp anchor tacks. 


Leather Covered 


ORDER TODAY 


SCOTT 


FOOT APPLIANCE CO. 


OMAHA, NEBR. 
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BALLET SLIPPERS—IN STOCK 

FINEST QUALITY, BENCH MADE 
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SCHWARTZ & HERDER, Inc., Mfrs. 
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Halverson Buys Mulroney Bootery 


EMMETsBURG, Iowa — A. B. Halver- 
son of Webster City, Iowa, has bought 
the Mulroney Bootery here. He is keep- 
ing the store open for business but will 
add new stock and hold a formal open- 
ing in the near future. He also owns 
a shoe store in Webster City. 





Midget Shoe Display at 
Texas Centennial 


DALLAS, Texas — A “come-on” for 
pedestrians in the locale of Midget 
City, Texas Centennial’s colony of 
midgets on the gay Midway, is this 
midget street window display of shoes. 
Tiny shoes of the midget families are 
shown in size contrast with average 
shoes of today and yesterday. 

With 117 little people in the Dallas 
midget show and 60 or more in a 
Midget Circus at the Great Lakes Ex- 
position, Stanley Graham, showman 





The interesting and novel midget shoe 

display at the Texas Centennial in 

which shoes of the small people are 

shown in contrast with those of the 

average person in styles of several years 
ago and those of today. 


and producer, has had an interesting 
shoe-obtaining problem. 

Eleanor Stubitz, Luz Villalobos, Ellie 
Miller, Edna Moffitt and other little 
ladies of the Dallas group wear chil- 
dren’s shoes, sizes 8 to 12, but in the 
stress and strain of rehearsals and 
shows at a world’s fair, there is little 
time for midgets to find their ways to 
boot and shoe shops. 

Therefore, they have two methods of 
procedure, according to Mr. Graham. 

Many of the petite troupers, having 
been with Mr. Graham at the Chicago 
Century of Progress, deal with a thea- 
trical shoe company in Chicago where 
the factory has a cast of their feet. 


’ The cost of the first pair of shoes is 


$25 and for all subsequent orders from 
$10 to $15. It has been possible, how- 
ever, to order shoes by placing the 
foot on a white piece of paper and trac- 
ing its outline with a pencil. At all 
events, Myrna Clifton, age 12, the only 
known midget born of two midget 
parents, did this successfully this sum- 
mer. 

But another satisfactory solution is 
that told by John Clifton who has 
charge of the Midget City miniature 
theater. Both he and John Bambury, 
the fire chief of the city, have found at 
Marshall Fields, Chicago, fine boys’ 
shoes, size 1, modeled in every way like 
sree. shoes and costing, ready made, 
7.00. 
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New Factory Opened 


GRINNELL, IowaA—A new shoe fac- 
tory, owned and managed by Grinnell 
residents and employing Grinnell labor, 
will .be opened here as soon as the 
building for the factory can be re- 
modeled and machinery installed. The 
west building of the Spaulding plant 
has been leased and it is planned to 
open the plant by November 1. 5 

The location of the factory here has 
been made possible through the efforts 
of G.S. Lannom of the Morrison- 
Shultz Mfg. Co., who has given both 
time and financial cooperation, and the 
Grinnell Chamber of Commerce, whose 
president, H. R. Elwell, has been a 
moving force in getting the factory 
started. 

O. A. Hildebrand, a shoe designer of 
Milwaukee, will be managing director 
of the factory and has opened an office 
in the Morrison-Shultz glove factory 
where he will interview applicants for 
work, 

Employees will be about 70 per cent 
young women, who will be trained in 
units of 50. The factory will employ 
about 200 persons when in full opera- 
tion. 

Four types of shoes will be made, 
growing girls, misses, children, and in- 
fants. The top grade which will be 
made in all four styles will be known 
as the Ostendo, and will retail for $5.00 
for growing girls shoes, scaling down 
from this price for other types. 

The factory will be the exclusive 
manufacturer of this shoes as it is pat- 
ented. It is a no-shank shoe with flex- 
ible welt. 

A major part of the leather used will 
be tanned in the Lannom tannery in 
Tullahoma, Tenn., where special ma- 
chinery has been installed and some of 
the leather is now being made. 





G. W. Burton Joins Burton's 


LANSING, MicH.—George W. Burton, 
who has had 18 years of shoe fitting 
experience in Los Angeles, has joined 
the staff of the Burton’s Walk-Over 
shop here and will assist his uncle J. H. 
Burton in the management of the store. 
He comes to Lansing from a position as 
assistant to the owner of the Walk- 
Over store in Los Angeles. 

J. H. Burton has been in business 
here since 1903. His partner, Ralph 
Meanwell, was associated with him in 
the local store. before the partnership 
opened a store in Ann Arbor, where 
Mr. Meanwell now is manager. 





Yager Reports Good Business 


Des Moines, Iowa—Jack Yager, who 
started in an upstairs store several 
months ago, reports a splendid busi- 
ness. D. M. McMeeken, buyer of the 
shoe department, is well satisfied with 
the volume in his department. Mr. Mc- 
Meeken was formerly buyer of the 
ne cag Dept. Store, Mt. Pleasant, 
owa. 
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Men's Fall Ads Stress Style 


[CONTINUED FROM PAGE 32d] 


of men have discovered the miracle of 
perfect comfort in shoes made by 
Julius Grossman.” 

And Macy’s stress the quality and 
construction details of their men’s 
shoes with an ad that carried the cap- 
tion “More than meets the eye.” Illus- 
trating a straight tip shoe at $5.49, 
the copy asks the men of New York to 
“Note the trim classic lines on this 
straight. tip shoe with a custom toe. 
It’s a grand shoe for business and semi- 
formal wear. But there’s. more to it 
than that . . . something you prob- 
ably don’t see. It’s the double weight, 
heavy weather sole, skillfully disguised 
by the lines of the shoe. This is one 
of our many up-to-the minute models 
at $5.49.” 

“Here are shoes of truly American 
‘rugged individualism,’” says Gude’s 
Men’s Shop, Los Angeles, “patterned 
after the most authentic British and 
American custom bootmakers by the 
house of Crosby Square. Their style 
and wearability make them a good shoe 
for active men—not just to try on— 
but to walk in.” 

And.O’Connor & Goldberg of Chicago 
proclaim their line of “O-G Pegwood” 
men’s shoes to be “Truly a Sensation 
4 Built for men who crave fine 
things!” A smart wing tip model is 
so illustrated as to show pattern, last 
and toe shape, also the distinctive sole 
and heel construction. “Note these out- 
standing features,” the ad suggests, 
and lists the following: “With double- 
pegged shank that strongly supports 
the arch, specially made lasts insure 
genuine fit and comfort. Finest quality 
materials and workmanship through- 
out. Featured in black and Fall tan 
leathers and genuine Bucko in a wide 
variety of new Autumn styles. The 
Masterflex innersoles assure walking 
ease. Available in sizes 5 to 14... 
AAA to E. The soles of O-G Pegwood 
shoes will not peel. Ask for them by 
name—‘O-G Pegwood’—in your O-G 
store.” 

An unusually striking advertisement 
by Desmond, Los Angeles, shows at 
the top a big illustration of “the 
Alpine,” a Bostonian pattern in Nor- 
way calf, hailed as “a direct descen- 
dant of the Norwegian ski boot.” The 
ad itself is of generous size and the 
big silhouette half tone cut of the shoe 
commands attention of every man who 
looks at it. The shoes of this pattern 
are described as follows: “A plump, 
rugged, yet very flexible leather in dis- 
tinctive new models inspired by the 
ski boots worn in the Norwegian Alps. 
Introduced last year in England as 
sport type shoes, now adapted by one 
of America’s most famous makers of 
quality shoes for smart spectator 
sports, business or dress wear. Brown 
or black.” 

Advertising campus styles “made for 
young men and men who want to stay 
young,” Hahn of Washington declares 
that “College men and prepsters will 
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On 
The *Salzburg?? SKI BOOT 


$3.35 


Women’s & Boys’ Sizes 


$3.50 


Men’s Sizes 


Style 2000M. Brown waterproof 
uppers, beige felt top. Patented 
steel shank. Dawhide laces, better 
than rawhide. Three full soles, 
double welt stitched sole, solid 
leather heels, smooth rubber top- 
lift. 


Stock 


Over 20 other professional ski boot styles in stock. 
Retailing from $4.00 to $12.50. 


Salesman will call by appointment. 


200 Essex St., Boston, Mass. 


A. SANDLER CO. 
6 


go for these styles in a big way .. . 
and they’ll be just as popular among 
older men who recognize a fine shoe 
when they see it.” 

Simpson’s famous store in Toronto 
opened a new shoe department in its 
store for men recently, and in a very 
striking advertisement showed a pic- 
ture of a smart man’s shoe in half 
tone superimposed on a line drawing 
of the store front, while at the bottom 
of the ad was a man seated in a lounge 
club chair, with feet elevated to focus 
attention .on the shoes. “Never has 
Toronto seen the like,” said this ad 
in describing the rew men’s shoe de- 
partment. “A hancsome lounge where 
you may meet your friends 
roomy chairs in which you may relax 

. an invigorating atmosphere kept 
fresh by scientific air-conditioning . 
a striking modern setting ... these 
bring you the comforts of your favor- 
ite club, when selecting shoes at Simp- 
son’s.” 

“If your feet are normal—all the 
more reason to wear Coward Shoes,” 
said a Coward ad in New York papers, 
obviously written to correct any pos- 
sible impression that the shoes shown 
were intended only for those requiring 
a corrective type. The copy advised: 

“Be thankful for strong, healthy 
feet. And be careful of them. Give 
them the best. More and more men are 
now turning to Coward for their shoes 
—today, fully 50 per cent of our men’s 
shoes sold are to men with normal feet. 
Why this swing to Coward? For 70 
years we’ve specialized in building and 
fitting shoes to every type of foot. 
Through study, we have acquired a 
superior knowledge of the structure of 
the human foot which an inereasing 
number of men are realizing makes 
Coward especially qualified to build 
shoes that are perfect twins in leather 
for normal feet. Take your mind off 
your feet—for good.” 


Hosiery Production Up 


SPRINGFIELD, MAss.—The Harris Silk 
Hosiery Company is running about 25 
per cent ahead of its normal produc- 
tion prior to the time it closed on 





Write for new catalogue. 


ELAM'S 


PRE-WELTS 


IN-STOCK 


Style 553—Tan Elk—Sizes 2 to 8 
Style 554—White Elk—Sizes 2 to 8 
Folded Edge 


A retailer seeking a satisfactory 
children's line need look no longer. 
In Elam's he'll see children's shoes 
that satisfy completely. They satisfy 
mothers with their quality and fit. 
They satisfy dealers with their profit- 
bearing possibilities . . . Why not 
stock a line that sells as well as Elams? 


F. S. ELAM SHOE CO. 





December 31, Frederick Scarborough, 
receiver, reports. It is running two 
shifts and the number of employees is 
higher than when the plant closed. 

It reopened on February 24 after a 
seven-week shutdown due to the opera- 
tions of receivership. Mr. Scarborough 
said that at the beginning of the year 
or thereabouts, as soon as business war- 
rants, the company will begin produc- 
tion in a higher-grade garment to sup- 
plement its medium-priced line. 

Mr. Scarborough said enough busi- 
ness is on hand to keep the plant in 
production for the remainder of the 
year. 

















Ballet Slippers 
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Dancing Shoes and Taps 


Pat. Tap Slippers 
IN STOCK 
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ALSO LOWER GRADES 


SCHWARTZ & HERDER, INC., MFRS. 
70-72 N. 4th St. Philadelphia, Pa. 
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U.S. Shoe Plans Expansion 


Manufacturer of Red Cross Line Will Virtually Double Its Produc- 
tive Capacity at Chillicothe, Ohio, and Install New Machinery at 
Cincinnati 


CINCINNATL—To enable production 
to keep abreast of its steadily increas- 
ing business, the United States Shoe 
Corporation has decided on a major 
expansion program, according to an an- 
nouncement by officials of the company, 
which manufactures the well -known 
Red Cross brand of women’s shoes. 

Plans revealed yesterday call for im- 
mediate construction of an addition to 


* the company’s Chillicothe plant, vir- 


tually doubling the production capac- 
ity, and installation of new machinery 
in its Cincinnati division, 1658 Herald 
Avenue, 

The Chillicothe addition will furnish 
employment for more than 250” addi- 
tional workers, bringing the force there 
to approximately 1000 persons. The 
Carl Kiefer Engineering Company, 
Cincinnati, has been awarded the con- 
tract for the Chillicothe addition, which 
will be completed early in December, 
officials said. 

United States Shoe Corporation pro- 
duces women’s fine shoes, and is one of 
the larger concerns in the country en- 
gaged in women’s shoe manufacturing. 


In 1931 production of its principal 
brand totaled only 750 pairs a day, but 
increasing recognition and a steadily 
growing market have increased the out- 
put to more than 8000 pairs. 

With the completion of the plant 
addition and expansion here, officials 
said the output will exceed 10,000 pairs 
a day and employment will be given 
to more than 2400 workers. 

Members of the Executive Committee 
of the company who formed the ex- 
pansion program are J. J. Smith, 
Joseph S. Stern, A. B. Cohen, Alvin 
Salinger, E. M. Daniels, and A. T. 
Woodward. 

According to officials, representatives 
of English concerns have been visiting 
Cincinnati and other shoe centers with 
the purpose of obtaining specifications 
for shoes which will be manufactured 
there. 

Arrangements are being made 
whereby lasts and styles of United 
States Shoe Corporation products will 
be used in English plants, officials said. 
While terms of the deal were not di- 
vulged, it is understood they are very 
favorable to the American concern. 





Thayer McNeil Issues Style Folder 


Boston, Mass.—For several seasons, 
once in the Spring and again in the 
Fall, the Thayer McNeil Company has 
issued a beautifully printed four-page 
folder called the Fashionette, devoted 
to a discussion of men’s and women’s 
clothing styles and their relation to 
shoe styles. 


The Fall edition, just off the press, 


strikes a new note in advertising to 
men, apparently the result of a feeling 
that the sterner sex cares little about 
reading style details. Starting off with 
a frank admission that “we’re sick and 
tired of men’s style news,” the Fash- 
ionette copy goes on to say: 

“For two seasons now, in our Fash- 
ionette copy for men, we’ve rubbed 
shoulders familiarly with ‘two button 
peaked lapel’ or ‘three button notched 
lapel’ models . . . touched lightly on 
pork pie hats and hound’s tooth checks 
. . - Spoken with august authority on 
fashion trends inaugurated by the 
‘then’ Prince of Wales . . . and we’ve 
suddenly realized that we just can’t see 
it through a third time. Not, mind 
you, that we don’t cast a strong ballot 
for style in men’s apparel, and scan 
realms of copy so as to keep posted on 
new developments, but how can we 
honestly expect you to read our de- 
tailed fashion news when even our best 
friends refuse to do so? 

“And so our message this time is 
simple and straightforward—if you 





are not familiar with our men’s fine 
shoes, and our courteous, friendly ser- 
vice, we urge you to visit our Men’s 
Shop at 15 West Street this Fall, and 
see our distinctive footwear, priced 
from $6.75 to $16.50, and our unusual 
collection of domestic and imported 
hosiery. The fine leathers and careful 
craftsmanship that go into all our shoes 
have won and held thousands of cus- 
tomers the past 55 years. Only in qual- 
ity merchandise do you find the excel- 
lent fitting qualities, durability, and 
style authenticity that have made our 
shoes so popular—and which give you 
real value, dollar for dollar, in a shoe. 
So to our many old friends we say ‘the 
new styles are here—it will be a pleas- 
ure to serve you again’. . . to those 
who will visit us for the first time this 
season ‘we will try to make your visit 
so pleasant, and so satisfactory in 
every way, that you will make it a reg- 
ular occurrence.’ ” 

Six shoes are pictured and described. 





H. Crowe Opens New Store 


MANSFIELD, OHI0—Howard Crowe 
has opened a distinctive shoe store for 
men and women at 58 N. Main St., 
Mansfield, Ohio. 

Mr. Crowe is well known in Mans- 
field having been connected with Siegen- 
thaler’s for 20 years. 

George Fogle, well known in Mans- 
field, is associated with Mr. Crowe. 


BOOT AND SHOE. RECORDER, October 10, 


1936 





to his requirements. ... 


Unusual and 


por Day le Ideas 
Hosiery Ideas 


239: West 39th Street 





QUICK HELP FOR 
SHOE RETAILERS 


This is the first and only book of its kind; an en- 
eyclopedia of practicable, workable ideas for the alert, 

t. Not a theory in the 
“rock bottom” —" -.. It is NOT} just another shoe 
book, but offers the shoe merchant the best ideas from 
almost the entire retailing field for instant adaptation 


“2222 RETAILING IDEAS” 
Enables you to put ideas into action from the hour it reaches 


Ideas for Shoe Selling, D: , Stock 
rh ee g, Display, -keeping 


Discount and Gift Ideas 
iscellaneous Ideas 


Management and Economy Ideas 
M Ideas 
erchandising 


2222 ideas, seven for a cent; one used 
more than pays for the book 


BOOT AND SHOE RECORDER 


—all 


WHY NOT BE DIFFERENT? 
SELL A FEATURE CUSHION SHOE 
That Builds and Holds Business 


The New Improved Rohn Nu-Matic Ladies’ Cushion and 
Nail-less Line is so popularly priced that it offers tremen- 
dous opportunities. Nu-Matic Shoes are flexible, nail-less, 
correctly cushion the foot, and the arch brace, plus the 
metatarss! pad, properly support a weak arch and add com- 
plete comfort to the normal foot. 


Repeat customers are the backbone of your business. 


Catalogues of our Women’s popularly 
priced styles will be sent on request. 





3 Point 
Nu-Matic Shoe 
Te Numatic Arch Brace 


Nu-Matic 
2° Metatarsal Pad 


Be Nu-matic Coshion 











rk, N. Y. 7 








Note the same on the arch-brace and 
metatarsal pad. Visible to your customer's eye, 
and, therefore, a helpful selling feature. 


kotin Hu Matic 


NAILLESS CUSHIONED SHOES 


1 A Milwaukee W 





Riggs Opens New 
Brownbilt Store 


BEARDSTOWN, ILL.—O. E. Riggs, who 
for the past several years has been 
manager of a shoe store in a nearby 
town, has opened his own Brownbilt 
Shoe Store at 211 State Street, here. 

The new store has been completely 
remodeled and a new modern front has 
been added which greatly enhances the 
appearance of the location. The bulk- 
heads of the windows are of brown 
porcelain enamel with the pilasters of 
ivory porcelain enamel. The space 
above the windows is also of ivory 
enamel with the words Brownbilt Shoe 
Store carried out in brown. 

Mr. Riggs and his wife have moved 
to Beardstown where they will now 
make their home. 


Summers With B. Altman 


New York.—Frank Summers, who 
for the past sixteen years has been 
with A. H. Geuting Company of Phil- 
adelphia, has joined B. Altman & Com- 
pany, 34th Street and Fifth Avenue, 
as assistant buyer to Thomas Callahan 
in the women’s shoe department. 

At A. H. Geuting, Mr. Summers was 
assistant to Maurice Yoskin and when 
Mr. Yoskin left to go with Famous- 
Barr in St. Louis, he was made buyer 
in his stead. 


What's New 


New Catalog and New 
Fitting Stool 

CHIcAGO, Inu.—The Scholl Manufac- 
turing Company, Inc., have just com- 
pleted the distribution of their new 


catalog to the wholesale and retail 
trade. This catalog illustrates and de- 


scribes the entire line of Dr. Scholl’s 
Foot Comfort Remedies and specialties 
and also their complete line of modern 
tubular steel furniture and fixtures. Dr. 
Scholl has designed something entirely 
new in a modern tubular steel fitting 
stool which he calls a one-piece fitting 
stool, and merchants have shown a 
quick and ready acceptance for this 
new fixture. Merchants will find this 
an interesting and educational catalog 
and a copy will be sent gladly on re- 
quest. 


New Westerman's Opened 


SEATTLE, WASH.—With a fine new 
shoe department, stocked with footwear 
for men, Westerman’s has been opened 
this week-end as the latest addition to 
the numerous men’s stores on Second 
Avenue, financial thoroughfare of Seat- 
tle. Westerman’s fine new store 
stretches from 1312 to 1316 Second 
Avenue. About $25,000 was expended 
on dressing up the extensive selling 
space of this new store with the latest 
ideas in fixtures and equipment for the 
shoe department, where nationally 
known shoes and hosiery are featured 
for dress and work occasions. L. V. 
Westerman founded his first store in 
Seattle in 1903, and this original store 
at First and Main is still operated by 
the company that now includes his two 
sons, C. P. Westerman and W. C. West- 
erman. 


Gallagher With Howell-Drew 


MIAMI, FLA.—R. E. Gallagher, who 
has been associated with the Lorraine 
Bootery in Miami for a number of 
years, has gone to Orlando. He is now 
connected with the Howell-Drew Co. 
and has opened a children’s department 
in their store. His long training in 
the Lorraine Children’s Bootery has 
fitted him for his new position. 
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LYNN, MASS. 







T. W. GARDINER COMPANY - 


GARDINER LASTS 


For two generations New England Shoe Manufac- 
turers have proved to their own satisfaction that 
Gardiner Lasts reflect Smart Fashions and Depend- 
able Styles. 


Because of its constant affiliation with New York and 
Chicago style centers, T. W. Gardiner Company is 
able to give the Shoe Trade of New England au- 
thentic service at all times. 





THE LAST WORD 


UNITED 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASS. 


























When writing advertisers please mention Boot and Shoe Recorder 
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REGIONAL J/ SERVICE 
IN 


The individual and collective experience and 
facilities of these manufacturing units 


are constantly available to the Shoe Industry 


FITZ BROS. CO. EMPIRE LAST WORKS 
AUBURN, MAINE ROCHESTER, N. Y. 


f. W. GARDINER CO. KRENTLER BROS. CO. 
LYNN, MASS. ST. LOUIS, MO. 


UNITED LAST CO. KRENTLER BROS. CO. 
BROCKTON, MASS. MILWAUKEE, WIS. 


stewart & pottrernco, THE LAST WORD ynitep tastco., trp. 


BROOKLYN, N. Y. U N | T E D MONTREAL, P. Q. 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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SALESMAN WANTED POSITION WANTED POSITION WANTED 
HOE salesmen to handle fast Rw md line. ANTED: 4 position by a man of long ox: 
al Depertnant Stoves, ‘Mail Orde Order 4 ae Hi H th f W perience in both Am thoroughl: Cot via 
‘men 9 
el Commission_ basis. ML. all informa- ere Is e man tor youl rades of men’s shoes—Nailed-McKay, and 
tion first letter. ritory Address R d ear Welts, jand know how to ‘em 
E-961, care Boot & Shoe Recorder, 239 West eady to start at once! and how to sell ’em. Have catered largely to 
39th Street, New York, N. Jobbers, Stores, Mail Houses, and 
For 25 Levan te sven bas boon en- a. aes = gad have s wide a celien 
then with ra ve my presen 
See Moon Lobe an age Bry aie Fave eran st aualty footwear in the United al _ AR mig, for various’ r - we eel ~ 
t Commission basis. State refer- tes ord’ er : 
— ond qualiivetiens first letter. Sherman Pogo wish, sty’ fing, buying and and A wed ob roadveg *: 7 Bagge ig- AP pope ic 5 dha 
Shoe Company. 533 N. Water Street, Milwau- n, Eh e wish — Boe ee Saarennsed eg PF? th pace for Rig ory Ble Ata 
= ape in any part of this country. He has Address E-950, care & Shoe meggrter, 





FOR SALE 


fg ope and basement brick factory build- 

in good condition, containing 24,000 
ae feet space, located Ls a thri ving, 
Eastern Pennsylvania town of 3,500 jepuiation 
Can be percioned for $18,000. "Address E-947, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 








ORRECTIVE shoe store in prosperous city 
near Philadelphia. Excellent opportunity. 
Small investment. Address E-958, care 
& Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 


HELP WANTED 


RETAIL orthopedic shoe salesman. Stead 
man qualified. Give references. Al 
Shoes, 18 E. State St., Trenton, N. J. 


SHOE Man, age 30 to 40, thoroughly experi- 
enced for responsible position high grade shoe 
store middle western city—Exceptional oppor- 
tunity for a good fitter, merchandiser, volume 
producer—one who knows to get results 
through advertising and windows—In reply state 
monn education, experience, and enclose 
Address E-960, care Boot & Shoe 

Recgrder 239 West 39th Street, New York, 














WANTED manager for shoe store in Corpus 
Christi, Texas, must have chain store ex- 

’ : pable of handling eo selling 
and complete store managemen oppor- 
tunity. Address E-959, care Bost & Shoe 
nr” 239 West 39th Street, New York, 





Says Women's Feet 
Becoming Larger 


Pine Buurr, ARK.—Jack LEisen- 
Eisenkramer Shoe 
Store, 511 Main St., says that women’s 
feet are becoming larger. “Two years 


kramer, of the 


” he said, “we sold very few shoes 


over size 8. Now we are selling many 


shoes up to size 10. And a 9 triple A is 
as popular today as a 6 B.” 





the best of references and is well 
known to the entire shoe industry 
in the East and Middle West. Will 
consider any fair proposition. Ad- 
dress E-965 care SHOE 

RECORDER, - W. 39th Street, 
New York, N. 








AVAILABLE 


for Metropolitan New York 


A well-known, high-grade salesman 
who has for 20 years successfully 
represented one of the largest Shoe 
Manufacturers of this country. 

He is desirous of getting a complete 
line of children’s quality Shoes— 
Boys’ and Girls’ Shoes—for the re- 
tail and jobbing trade—the retail 
end preferred 

The very best of references can be 
supplied. 

Address E-966, care Boot & Shoe 


Recorder, 239 West 39th Street, 
New York, N. Y. 














WANTED TO PURCHASE 


WANTED—Modern Shoe Shelving for wo- 
men’s shoes, single pairs, location immaterial. 
Also Modern oe s, Chromium and Leather. 
Address Modern, P. O. Box 1131, Wilmington, 








BUSINESS OPPORTUNITY 








YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can attend to. No capi- 
tal required or goods to buy; no agency 
or soliciting. Established 1894. Address 
Stephenson Laboratory, 21 Back Bay, 





239 West 39th Street, New York, N. 





‘THOROUGHLY experienced salesman, byver 
and manager, specializing in corrective f 
wear is open for position shat offers op; 

nity as the first consideration. Address 962, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 





OMEWHERE IN NEW YORK CITY is a 

shoe concern where there is room for a shoe 
man of 38 with thorough retail experience in 
all its a. For the past 18 years I have 
partly owned and su ised one of the most 
successful string of individual orthopedic shoe 
stores in Greater New York, bearing my name 
which is familiar to almost every shoe man in 
the country. Iam seeking a connection where 
my executive experience with my knowledge of 
advertisi wo be valuable to a store as 
Buyer— Raaeeceielaien. Am still actively 
engaged in business, but free to make imme- 
diate change. Replies will be held in strict 
confidence. Will consider a manfacturers line 
covering Greater New York and Vicinity. 
dress E-963, care Boot & Shoe — 239 
West 39th Street, New York, N. 





LINE WANTED 


SALESMAN covering New Jersey, New York 
State, Connecticut with work and hunting 
line, desires rubber footwear line_on commis- 
sion basis. Address E-964, care Boot & Shoe 
Hocasder, 239 West 39th Street, New York, 








Oldest Store Moves 


MiamI, Fta.—One of the oldest shoe 
shops in Miami known as the Grove 
Shoe Shop, which has for years been 
located at the corner of North Miami 
and N. W. First Street, has lost its 
lease and is moving to a shop almost 
directly opposite at 35 N. Miami Ave- 
nue. Taking advantage of the six weeks 
overlapping time between the expira- 
tion of the old lease and the signing of 
the new, the stock has been spread out 
and business is being carried on in both 





shops. 





The rate for “Position and Lines 


— should be counted. 
The rate for all di 





CLASSIFIED ADVERTISING RATES 


Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 


mum charge, 75 cents. Fer Gh ether destihed stvetiounents tea tee b 7 cats oor wed Minimum 
When a box number is desired twelve words should be added for the address. In all other cases each word of 


classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified otveniione is payable in advance. 
&S” Advertisements for this page must be in our New York office on Friday of the week preceding publication. “@&§ 


charge, Be 
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MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS 








PROTECT AND IMPROVE YOUR SALES WITH 
MANOLIS PRODUCTS 
Spats, $5.65 to $23.00 per dozen 
Shoe Ornaments, $1.00 to $3.00 per dozen 
MANOLIS MANUFACTURING COMPANY 


4246 North Crawford Avenue, Chicago, Illinois 
Side Line Salesmen Wanted. Please furnish references with application. 











SHOE STORES 


CANNOT AFFORD TO BE WITHOUT THE 


Major Twin Stretcher 
MADE IN U. 8. A. 


SMALL AND COMPACT—BUT A 
COMPLETE AND PERFECT MANIPULATOR 


IT STRETCHES IT LENGTHENS 
IT EASES VAMPS _—IT EASES BUNIONS 
iT LASTS A LIFETIME 
Sate to ee Se Seema tay are of 

different size and kind—it renders 

and t 

$25.00 F. 

Order through your Findings Dealer or write te us 
Laing, Harrar and Chamberlin 
43 N. 3rd St. Philadelphia 





H. C. Marxmiller to Style 
Walsh Line 


Los ANGELES—H. C. Marxmiller, who 
was with Kurz & Lapidus, Brooklyn, 
for a number of years, has taken charge 
of styling and selling the fine turn and 
bench shoe line of J. C. Walsh Shoe 
Mfg. Co., Los Angeles. Mr. Marxmiller 
is leaving for a trip through the East 
and will be at the McAlpin in New 
York from about October 15 until No- 
vember 10, with the Spring line of 
Marxmiller-Hollywood Spor-Turn and 
Sa-Turn models. 

















WANTED TO PURCHASE 








WE BUY 
—— Wholesale and 
Also Branded Shoes 
-Jettick, 


“The House of Jobe’ 
80 Reade St., Cor. Church 
Phone Barclay 7-7887 New York City 














Buyers of Surplus Stocks 


wt! A buy surplus or entire tasks of shees 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., ‘Inc. 


106 Duane St. New York 








Phone WOrth 2-5377 and 5378 











CASH FOR BRANDED SHOES 
Men's, Women’s—Factory or Retail 
Wanted: Red Florsheim, Arch Preserver, 

Enna Jettick ont 4, Nuat-Bush, Bos- 
BARIS SHOE COMPANY, Inc. 
79 READE STREET, NEW YORK 
Telephone WORTH 2-5180, 5181 




















y 


RACE SEASON 


down here in Maryland 


They're off] And after the race you'll find 
the gay crowd reliving the Sport of Kings 


-at the Lord Baltimore—center of Balti- 


more’s social and business activities. 700 
rooms, each with bath and shower: Cock- 
tail Lounge, three restaurants, supper 
club. Come for the races. Rates from $3 
to $6 single. 
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STATEMENT OF THE OWNERSHIP, 

MANAGEMENT, CIRCULATION, ETC., RE- 
UIRED BY THE ACTS OF CONGRESS OF 
UGUST 24, 1912, AND MARCH 3, 1933, 

of Boot and Shoe Recorder, published weekly at 

Philadelphia, Pa., for October 1, 1936. 

State of Pennsylvania 

County of Philadelphia ip 

Before me, a notary public in and for the State 
and county Ft Bw rsonally appeared E. B. 
Terhune, who, having n duly sworn according 
to law, deposes and says that he is the Business 
Manager of the Boot and Shoe Recorder and that 
the following is, to the best of his knowledge and 
belief, a true statement of the ownership, man- 
agement (and if a daily paper, the circulation), 
etc., of the aforesaid publication for the date 
shown in the above caption, required by the Act of 
August 24, 1912, as amended by the Act of March 
3, 1933, embodied in section 537, Postal Laws and 
Regulations, printed on the reverse of this form, 
to wit: 

1. That the names and addresses of the pub- 
lisher, editor, managing editor, and business man- 
agers are: Publisher, Chilton Company, Chestnut 
and 56th Sts., Philadelphia, Pa.; Editor, A. D. 
Anderson, 52 Nassau Dr., Kensington, Great 
Neck, L. I., N. Y.; Managing Editor, R. L. Fitz- 
erald, 9912 Guilford St., Forest Hills; Business 
Gene er, Terhune, 160 East 48th St., 
New York City. 

2. That the owner is: (If owned by a corpora- 
tion, its name and address must be stated and 
also immediately thereunder the names and ad- 
dresses of stockholders owning or holding one per 
cent or more of total amount of stock. If not 
owned by a corporation, the names and addresses 
of the individual owners must be given. If owned 
by a firm, company, or other unincorporated con- 
cern, its name and address, as well as those of 
each individual member, must be given.) Chilton 
Company, Chestnut and 56th Sts., Philadelphia, 


Pa. 

HOLDERS OF MORE THAN 1 PER CENT 

OF THE CAPITAL STOCK OUTSTANDING 
OF CHILTON COMPANY 


C. A. Musselman, 260 bg pe Avenue, 
Merion Station, Pa.; F. J. Frank, Laontaka Way 
Madison, N. J; F. C. Stevens, 325 West End 
Avenue, New York, N. Y.; J. S. Hildreth, 429 
Owen Road, Ardmore, Pa.; G. H. Griffiths, 165 
Montclair Avenue, Montclair, N. J.; E. B. Ter- 
hune, 160 E. 48th Street, New York, N. Y.; 
John Blair Moffett, 1608 Walnut Street, Philadel- 
hia, Pa.; Wm. Barber, 185 Summit Lane, 
ala-Cynwyd, Pa.; C. S. Baur, 76-66 Austin 
Street, Forest Hills, N. Y.; J. H. Van Deventer, 
12 Phillipse Place, Yonkers, N. Y.; Dorothy S. 
[ohaere, 3109 Woodle Road, Washington, D. C.; 
illie Lindsay, 142 East 71st Street, New York, 
N. Y.; Anne E. Tomlinson, Bankers Trust Com- 
pany, Fifth Avenue & 44th Street, New York, 
. Y.; Ethel G. Breen, Trustee u/w of Charles 
W. Anderson, 71 West 35th Street, New York, 
N. Y.--Beneficiaries: Robert C. Anderson, Per- 
cival E. Anderson, Charles W. Anderson, Jr., 
Annie L. Clark; ine Blair Moffett, 1608 Walnut 
Street, Philadelphia, Pa.—Agent f Howard 
Pew, J. N. Pew, Jr., Mabel P. Myrin, Mary 
Ethel Pew; Elizabeth J. Artman & Elwood RB. 
Chapman, Executors of Estate of James Artman, 
Deceased, 930 Real Estate Trust Building, Phila- 
delphia, Pa.—Beneficiaries: Franklin Artman, 
Vera Watters, Alvin Artman, Elizabeth J. Art- 
man, Marion A. Pratt, George W. Pratt, by 
assignment, Edwin Moll, by assignment; G. 
Eugene Sly, Deceased, c/o Bankers Trust Com- 
nany, 16 Wall Street, New York, N. Y.—Bene- 
ficiaries: Mrs. Beulah Belle Sly, Frederick S. Sly. 


3. That the known bondholders, mortgagees, and 
other security holders owning or holding 1 per cent 
or more of total amount of bonds, mortgages, or 
other securities are: (If there are none, so state.) 

one. 

4. That the two paragraphs next above, giving 
the names of the owners, stockholders, and secur- 
ity holders, if any, contain not only the list of 
stockholders and security holders as they appear 
upon the books of the company but also, in cases 
where the stockholder or security holder appears 
upon the books of the company as trustee or in any 
other fiduciary relation, the name of the person 
or corporation for whom such trustee is acting, is 
given; also that the said two paragraphs contain 
statements embracing affiant’s full knowledge and 
belief as to the circumstances and _ conditions 
under which stockholders and security holders who 
do not appesr upon the books of the company as 
trustees, hold stock and securities in a capacity 
other than that of a bona fide owner; and this 
affiant has no reason to believe that any other 
Person, association, or, corporation has any inter- 
est direct or indirect in the said stock, bonds, or 
other securities than as so stated by him. 

, 5. That the average number of copies of each 
issue of this publication sold or distributed through 
the mails or otherwise, to paid subscribers during 
the twelve months preceding the date shown above 
is (This information is required from daily pub- 


lications only.) 
, EVERIT B, TERHUNE 
(Signature of Business Manager.) 
Sworn to and subscribed before me this 28th day 
of September, 1936. 
[SEAL] JOSEPH W. FRITZ 
(My commission expires Feb. 19, 1939.) 
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Fixing the Customer 


[CONTINUED FROM PAGE 32b] 


has absolutely nothing to do with the 
effect of perspiration upon it. Loose 
fits in light weight leathers are best for 
perspiring feet. Let the physician or 
druggist advise the customer about 
perspiration-checking preparations. One 
look at the inside tells the perspiration 
story. 

Burned leather. The quality of leath- 
er has nothing to do with heat resis- 
tance. Damp leather “burns” at 120 
degrees Fahrenheit, where the hand can 
be held with perfect comfort. The cus- 
tomer can usually be convinced the 
leather is burned by scraping the sur- 
face to reveal the dark brown charred 


_ and stiff body of the leather. 


Do not ask the customer early in the 
conversation if the shoe was near the 
fire. He will probably say “No,” think- 
ing it is the truthful answer. Later 
when you insist the shoe is burned he 
will have to stick to his original answer. 

Acid spots. These have two main 
sources, from automobile batteries and 
from accidents in school chemical labo- 
ratories. They can be identified by the 
fact that acid actually “eats away” 
leather, regardless of its quality. If 
acid, spilled on the floor, has spattered 
on the shoe, it shows round spots like 
shot-holes. 

Now for one concluding thought. 
Among the customers who make com- 
plaints it is the “hard kickers” who 
get the most generous adjustments. The 
easy going, good naturad customers get 
the least, and yet theirs is the trade we 
really want to keep. 

’Tis ever thus in this screwy world 
of ours. And, after all, possibly that 
system is not so far wrong as it might 
seem. Why? Because adjustments are 
made, and should be made, on the basis 
of the extent te which the customer is 
damaged, not the extent to which the 
shoe is at fault. 

For example, suppose our shoemaker 
scratches the vamp of a shoe. What is 
the proper adjustment? That depends. 

To one woman that little scratch 
would make the shoe absolutely un- 
wearable. She just doesn’t wear 
scratched shoes. It would be worthless 
to her at any price. Therefore it is a 
total loss to her, and she is entitled to 
a new pair of shoes. 

Another woman, however, would be 
only mildly annoyed by that scratch. A 
$2 allowance would please her im- 
mensely and make her feel she has a 
bargain. A third woman might never 
even see that scratch, or, seeing it, 
might simply dismiss it from her mind 
as being of no consequence at all. She 
need not be given any adjustment, for 
the scratch does not reduce the useful- 
ness of the shoe to her. 

There are two ways of ruining a cus- 
tomer, (1) making too stingy an adjust- 
ment and (2) making too generous an 
adjustment. So the art of fixing shoes 
is one thing; but the art of fixing the 
customer is something else again. 
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BOOTS AND SHOES 


BOOTH, WALTER, SHOE MFG. CO., Milwaukee, Wis.................... 9, 10, 11, 12 
BROOKS SHOE MFG. CO., Philadelphia, Pa............. 2c cece eee eee eee 56 
CHIPPEWA SHOE MFG. CO., Chippewa Falls, Wis..................-222 20a eee 


CLAPP, EDWIN, & SONS, INC., E. Weymouth, Mass 
COLT-CROMWELL CO., New York City.................. 

CONNELL, J. M., SHOE CO., S. Braintree, Mass................ 
ELAM, F. S., SHOE Co., Rochester, en RRA le ae een eT ORY BN Ue 
ENDICOTT-JOHNSON Corp., RnR OE ee Soe 
FLORSHEIM SHOE CO., Chicego, Be i ee est. ta, 
FRIEDMAN-SHELBY SHOE CO., St. Louis, Mo......... 00.0... c cc ec eee ees 
GOODRICH, B. F., FOOTWEAR, Watertown, Mass..... 2.000000 0c ccc cee ce ee eee 
JARMAN SHOE COMPANY, Nashville, Tenn............ 20.2.0... 0 0 cece eens 
JUSTIN, H. J., & SONS, INC., Fort Worth, Texas... 0.00.0 ccc cee ee eens 





JUVENILE SHOE CORP.. St. Louis, Mo... 2... ci ccc ccc cece cre cn weweetenneee 

KIRKENDALL BOOT CO., Omaha, Neb.............. ccc cece cece eee e etter eeceeee 

MISHAWAKA RUBBER & WOOLEN MFG. CO., Mishawaka, Ind................... 15 
MONDL MFG. CO., Oshkosh, Wis.... 2.0.0.0... ccc cece cece cette ee tee eenees . §2 
MRS. DAY'S IDEAL BABY SHOE CO., Danvers, Mass............-..02000005- eaie:- WO 
MUSEBECK SHOE COMPANY, Danville, Ill. 0... e cece ne eeeee 5 
CIO Ie I OI, NUN. oc ok cae cis cc chee ce cbc cauvbesscccceativvees 54 
ROBERTS, JOHNSON & RAND, St. Louis, Mo..... 0.0... 00. c cece ccc ee eee tees 32C 
ROHN SHOE MFG. CO., Milwaukee, Wis.............. cece cece eect eet e eens 57 
SR is AON MANNE ois ke aha ccc ccc cdcccsecvivcccssieteecce 55 
SAVE Vea: Me hao matt, WO... coca ccc ccc ec ccc ceteeccscceecnceeunsbes 50 
SCHWARTZ & HERDER, INC., Philadelphia, Pa... 0.0... eee eee eee ee 54, 56 
THOMPSON BROS. SHOE CO., Brockton, Mass...........0.00 cececeececeeeeeeees 4| 
VAUGHAN-TOWLE CO., Wakefield, Mass........... 00. ccc cece tee ee cece teeeee 54 


LEATHER AND OTHER MATERIALS 


ALLIED KID CO., Boston and New York City.......... 0.0... cece cece eee neces I 
COLONIAL TANNING CO., Boston, Mass........... 0... cece ccc eee e cette ee eeees 8 
EAGLE-OTTAWA LEATHER CO., Grand Haven and Whitehall, Mich.......... 3rd Cover 
ENGLAND WALTON CO., Boston, Mass.............. 0. ccc ccc cee cece eee eeeees 49 
GALLUN, A. F., & SONS, CORP., Milwaukee, Wis... 0.0.00... 000 cc cee cee eee es 34 
GOODYEAR TIRE & RUBBER CO., Akron, O..........0..000 0c ccc cece eee eee 31 
LAWRENCE, A. C., LEATHER CO., Peabody, Mass.................. 0. cee eee cece 48 
LEVOR, G., & CO., INC., New York City...........00 ccc ccc cece eee eeeeeees 2, 3 
RUEPING, FRED, LEATHER CO., Fond Du Lac, Wis............0...00 ccc eee 2nd Cover 
Sircore CRAT Here os PemWare, Me Soin. occ ccc cece cers csr ecsvevccvwesors 4 
UNITED STATES RUBBER PRODUCTS, INC., New York City................05-005 46 


STORE EQUIPMENT AND ACCESSORIES 


ADRIAN X-RAY SHOE FITTER, INC., Milwaukee, Wis..........0.... 0.0 cc cece eee 50 
LAING, HARRAR & CHAMBERLIN, Philadelphia, Pa............... 0... cece eee 61 
MANOLIS MANUFACTURING COMPANY, Chicago, Ill................0.002 0005: él 
SCOTT FOOT APPLIANCE CO., Omaha, Neb...............0 0.0 c ec cece eee ees 53 


MACHINERY, LASTS, MFRS.' SUPPLIES, DRESSINGS, ETC. 


COMPO SHOE MACHINERY CORP., Boston, ‘Mass............0cccc cee ceveeceees 13 
EVERETT & BARRON CO., Providence, R. |... ccc cee ee ete te eeees 56 
SWAGGER, INC., Philadelphia, Pa............... OURS A ee Bs FROWN As SS 50 
UNITED LAST COMPANY, Boston, Mass... .........0.000 0c. ccc cee ccc eee ee eeees 58, 59 
UNITED SHOE MACHINERY CORP., Boston, Mass..............6..2.0.5- 14, Back Cover 
Vee Ae, omen: Oo eee eee Front Cover 
MISCELLANEOUS 

BARIS SHOE COMPANY, New York City..........0...0 000 c cece ccc cee eee eeaee 61 
HOTEL LORD BALTIMORE, Baltimore, Md..... 2.0.0... ccc ccc cece ccc cece cee eeees 61 
SPUN Ue COMI POU OI Gs Bak 5 odo ee he ree s bed saves seb eacesveewces él 
KIRSCH-BLACHER Re Set NOW FORE CYS, ob. kei since cles ls tick oebebarese él 
NATIONAL RETAILERS A ag ange INSURANCE CO., Chicago, Ill............0...... 51 
PENNEY, J. C., CO., NC... New York City.....5. 0.0 .cc ccc ccc ccc ccccccsubeb bees. 44 
RAILWAY EXPRESS AGENCY, STEROL IRELAND A og hy, 42 
STEPHENSON LABORATORY, Boston, re Lo ee PEE ET TERRES EEE S SOUR eee 
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THE SENIOR MISS IS 


Correctly Tailored with 
Kali-sten-iks Style and Comfort 


Girls in their teens have a certain degree of 
sophistication which expresses itself in their de- 
sire to imitate their mothers, in styleful dresses 
and shoes. Gilbert designers build Kali-sten-iks 
to meet this natural demand. Beauty of pat- 
tern, also dressmaker touches, give a fashion 
rightness to Kali-sten-iks. The smart French 
toe is among our long line of wanted styles, and 
very popular. And, every Kali-sten-iks shoe is 
made over our metatarsal lasts, with snug-fitting 
bulb-shaped heel, patented seamless quarters, 
seamless vamps, and nailless heels. Being 
Fashion Right and Quality All Through, 
Kali-sten-iks are a Capital Asset for stores wish- 
ing to grade up and gain an added grip upon 
loyal customers. 


Style No. 0461—Brown Calf Oxford with Overlay Plug. 
8%-12, A,B,C.D .... $2.65 
12%-3, A,B,C.D ..... $3.05 
3%-9, AAAC ....... $3.75 


No. 0421—Same in Black 
Calf. 


KEEP GOOD FEET HEALTHY 


The Gilbert Shoe Co., Thiensville, Wis. 


New York: 541 Marbridge Bldg. Los Angeles: Hayward Hotel 


Vol. CX No, at, BOOT AND SHOE RECORD) mB. published ¢ Saturday by Chilton Company Chestnut and 56th Sts., Philadelphia, Pa. Entered s -second class 
Matter November 23, 1932, at the Post Office Eais Cader Det of Mam 5 1Rt0. Betersigtion rine 9060 ee alate, De Eeeret ate 














Leather makes the shoe! Enna Jettick is an 
outstanding leader in the walking shoe field. 
Naturally, for this modish number, they 
chose the aristocrat of black patent leathers 
wth aleadil Wiacte shally tins deline Choice 


if you want shoes to sell_-and resell. This 
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THE “PEARL” 


An outstanding “Fashion Welt” 


by ENNA JETTICK 
in Colonial Black Patent 


LOCRAL 


superlative tannage provides everything 








needed to set your fashion and formal foot- 
wear apart—in eye appeal, wearing qualities, 
value. Its brilliance literally sparkles. The 


grain is uniform, the finish a marvel of per- 


manence. Go Colonial ... and go ahead! 


Colonial Tanning Company, Boston, Massachusetts. 


COL 


IA 


fos the Best Fatent_Leather Shoes 





When writing advertisers please mention Boot and Shoe Recorder 
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Mindy of action aL hay ling 


but Spaulding Counters give him happy heels 


On the road it’s go and stop. In a busy service station it’s 
just ‘‘go’’ for Joe Kraus hours on end. All of which makes 
the snug fit and support of heels so important—and the 
preference for Spaulding Counters so unanimous. They're 
tough, yet resilient. Special processing assures just the 
right degree of ‘‘give’’ for comfort—and the correct den- 
sity and stiffness to hold the heel in shape, keep the back- 
seam straight and the quarter and vamp trim for the life 
of the shoe. Joe Kraus, and everyone for that matter, has 


many reasons for preferring shoes with Spaulding Counters. 








PAULDING 


Counters 


“Made in North Rochester, N. H. 


ae 


NO OTHER PART OF THE SHOE MEANS‘ $0 MUCH ...AND COSTS $O LITTLE 
When writing advertisers please mention Boot and Shoe Recorder 








8029—Black Calfskin Bal, 
Oak Sole, Grain Inner, Rub- 
ber Heel, Goodyear Welt. 
Sizes 5/11, Widths B, C, 
D 


8028—Same in Tan Calfskin 


8104—Black Calfskin Bal, 
Oak Sole, Grain Inner, 9/8 
Leather Heel, Goodyear 
Welt. Sizes 5/11, Widths 
6,.C. 


7852—Black Calfskin Bal, 
Oak Sole, Grain Inner, Rub- 
ber Heel, Goodyear Welt. 
Sizes 6/12, 7 Wide. .2.65 












Si WE’RE PROUD TO SELL 


Were exceptionally proud of these men's 
Endicott Johnson oxfords. Not only do they incor- 
porate unusually careful manufacture and the 
highest quality materials, but they have been 
given individual styling that sets them off as 
superior footwear for men. 


Endicott Johnson realizes that men want the 
utmost in shoe comfort...in wearability...in perfect 
appearance. This superior line of Endicott 
Johnsons will be doubly profitable to merchants. 
For not only will they sell shoes men will instantly 
take to, but they will be selling shoes men will in- 
sist on again and again. 


These men’s fine welt oxfords are ready for you in 
our comprehensive In-Stock department. Your 
orders will be filled with no delay. : 


7818—Black Kangaroo 
Blucher, Oak Sole, Grain 
Inner, Rubber Heel, Good- 
year Welt. Sizes 5/II, 
Wie OE oo. se 2.65 


7857—Black Calfskin Bluch- 
er, Oak Sole, Grain Inner, 
Rubber Heel, Goodyear 
Welt. Sizes 5/14, Widths 
ee Sol | ee 


8057—Black Calfskin. Bal, 
Oak Sole, Leather Heel, 
Grain Inner, Goodyear 
Welt. Sizes 6/11, Widths 
CE 6 ccceetivccs cee 


8056—Same in Tan Calfskin 
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that make your CEILING EASIER 


For Example... 


RUBALASTIC 


PERFECT FIT 
THROUGH LASTIC 
CONSTRUCTION 


POORLY FITTED pair of rubbers means a 
dissatisfied customer. Don’t take that chance! 
You don’t have to, if you carry a line of Hood 
Rubalastics. Perfect fit is assured with this modern 
rubber footwear. 
One size fits a variety of shoe widths and sizes. 
Thus, Hood Rubalastics enable you to provide 
perfect fit for 100% of your trade from a minimum 





assortment of sizes and lasts. Which also is a neat 
solution to your stock problem! Hood Rubalastics 
have other profitable features. Light weight. Flexi- 
bility. Smart Appearance. 

Another most important selling point is the 
quality Hood builds into every product in its line. 
This assures you of customer satisfaction—and the 
profitable, continued patronage that goes with it. 


HOOD RUBBER COMPANY, ea a apr ag 
cee at Gieat. Balet Boston, ils 
Keeaes Ci ou re nia Meee Denver, sai hortns ts ¥ 3 


City, U San F, 
Cisco, oe lobia Wash: Syracuse, N. sits e- 
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Why Does a 


Your Shoe Store 


Ww are the store fronts of today 
so much more attractive and 

roductive of business than those 

uilt but a few years ago? Because, 
until very recently, store front design 
and construction were handica / tea 
You bought your facing material om 
one source, your glass from another, 
your metal sash and paint and inci- 
dental materials from still others. 
Combined, the effect of these mate- 
rials was often inharmonious. 

But the Pittco Store Front of to- 
day has changed all this. It is con- 
structed of materials all manufactured 
by the Pittsburgh Plate Glass Co. 


b. 


Pittco Front 


Materials specifically designed to go 
together. Materials which combine 
to form a store front that’s a unit... 
absolutely harmonious and appealing 
in every way. 

That’s why a new Pittco Store 
Front will make your shoe store stand 
out from its neighbors and competi- 
tors. And that’s why Pittco-remodel- 
ing almost invariably results in bigger 
business, higher unit sales, better 
profits for you. 

Send the coupon for our free book 
containing sng facts and 
figures on Pittco modernization. And 
hen you remodel, remember that our 


ndividuad ? 


staff of experts will gladly cooperate 
with you and your architect in plan- 
ning a Pittco Front suited to your 
particular needs. 


PITTSBURGH TIME PAYMENT PLAN 


Take up to 2 years to pay for your 
new Pittco Front. Merely pay 20% 
down, then settle the balance in easy 
monthly installments at low F. H. A. 
rates. 


> o - 


Listen to “The Music You Love” rendered the 

Pittsburgh Symphony Orchestra and distingui. guest 

artists every S from 2 to 2:45 P. M., E. S. T. over 
Columbia Network and associated stations. 


Pittsburgh Plate Glass Company, 
2343B Grant Bldg., Pittsburgh, Pa. 

Please send me, without obligation, your 
new book entitled “How Modern Store Fronts 
Work Profit Magic.” 


When writing advertisers please mention Boot and Shoe Recorder 
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The Air-Tred Shoe is literally PAVEMENT-PROOF. Ingeniously built into it — be- 
tween the inner and outer soles — is an air-cell cushion that retains its resilient, shock- 
absorbing qualities for the entire life of the shoe. With the additional comfort and 
modish verve of Evans Kid Leathers, Air-Treds really do “Keep The Feet YOUNG” — 
young in vitality, young in appearance. The same qualities of Evans Kid that make it so 
flexible on the foot account for its perfect workability in the factory. Add to these its 
grain, texture, color penetration and uniformity of finish and you have a few of the 
reasons this superb tannage has been the choice of successful manufacturers, stylists 
and merchants for over eighty years. John R. Evans & Company, Camden, New Jersey. 





When writing advertisers please mention Boot and Shoe Recorder 





BOOT AND SHOE RECORDER, October 17, 1936 


oes 
a for SUCCESS 


THE VOLGA 
by Ault-Williamson 
16-8 Cuban Heel. 
Black, brown, white kid. 


made of Evan, Wie 
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f men who make I. Miller “beautiful” Shoes 
will tell you frankly that they are able to make 
them more beautiful because of the Sbicca Method. 
In fact, this highly modern technique has opened 
up a sparkling new approach to the whole matter 
of shoe beauty—and style. Which proves again that 
the Compo success story is not only one of huge 
volume—of constantly mounting figures of produc- 
tion; it is a quality accomplishment also and itsbene- 
fits are evident in the making of more beautiful 
footwear of every grade and type. Compo Shoe 
Machinery Corporation, Boston, Massachusetts. 









In one operation the sole is 


split throughout its length, the 
fmm  OmeQ 


comes a si sole i 
re iy Nee ae SBICCA METHOD SHOES 
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CAPRI IN STOCK 


R1138 Genuine Silver Kid. $3.10 
R142 Genuine Gold Kid. 3.60 
95 Last, Med. Round Toe, 
21/8 Louis Heel 


As above only with 11/8 
Block Heel 


RI141 Genuine Silver Kid. $3.10 
R143 Genuine Gold Kid. 3.60 
24 Last, Round Toe, 11/8 
Block Heel 
AAA to C Widths 
This pattern also carried in 
stock in both heels in White 
Faille or Black Faille at $2.00 


CASINO IN STOCK 
R1192 Genuine Silver Kid. $3.10 
R1194 Genuine Gold Kid. 3.60 

66 Last, Round Toe, 21/8 


Louis Heel 


As above only with 12/8 


Block Heel 


R1193 Genuine Silver Kid. $3.10 
R1t195 Genuine Gold Kid. 3.60 
24 Last, Round Toe, 12/8 


Block Heel 
AAA to B Widths 


pattern also carried in 


stock in both heels in White 
Faille, Black Faille or Black 
Velvet at $2.00. 


Ws, 
>< \ VS 


FOR SMAR 


When we 


TEST 


Kofeteeten: 30ld and Sil 


1 find a 


HANNAHSON'S 


wins 
TRIXIE IN: STOCK 


R1184 Genuine Silver Kid. $2.75 
R1186 Genuine Gold Kid. 3.25 
66 Last, Round Toe, 21/8 
Louis Heel 


As above only with 12/8 
Block Heel 


R1185 Genuine Silver Kid. $2.75 
R1187 Genuine Gold Kid. 3.25 
24 Last, Round Toe, 12/8 
Block Heel 
AA and B Widths only. 
This pattern also carried in stock 
in both heels in White Faille 

or Black Satin at $2.00. 


EV 


Oliv 


ENING FOOTWEAR 


or the seventh consecutive season we know that 


1 


fine kid leathers have 


Dotwear Order these fi 


OF HAVERHILL 


00s LORS) 38 ES 


RITA IN STOCK 


R1196 Genuine Silver Kid.$2.75 
R198 Genuine Gold Kid. 3.25 
66 Last, Round Toe, 21/8 
Louis Heel 


As above only with 12/8 
Block Heel 
RI197 Genuine Silver Kid.$2.75 
R1199 Genuine Gold Kid. 3.25 
24 Last, Round Toe, 12/8 
Block Heel 


AA and B Widths only 
This pattern also carried in 
stock in both heels in White 
Faille or Black Faille at $2.00. 


Send for a complete new In Stock Bulletin 
HANNAHSONS—HAVERHILL, MASSACHUSETTS 
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WHERE STRENGTH AND 
STURDY CONSTRUCTION 
ARE ESSENTIAL . . . 












Experienced manufacturers and retailers 
know the importance of strength and rigid- 
ity in shank construction and wood heel 
attaching. 





Based upon sound shoemaking principles, 
Unishank and G/C Wood Heel Screw 
Attaching combine to promote security to 
the finished shoe. These thoroughly tested 
methods add strength, increased durability, 
and comfort to the shoe throughout its life. 














UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
When writing advertisers please mention Boot and Shoe Recorder 
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MILLER 


I+ MILLER & SONS, Inc., Long Island City, N. Y. Aen 


When writing advertisers please mention Boot and Shoe Recorder 
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PASTELS 
BROWN 


For more than fifty years the 
Philadelphia and Gloversville tan- 
neries of the Surpass Leather Com- 
pany have produced a volume and 
a quality of Black Kid that have 
made the name of Surpass a stan- 
dard of comparison for shoe and 
leather men in all corners of the 
world. So it is only natural that 
Surpass PHANTOM Kid in the most 
popular style shades, tanned with a 
skill and precise workmanship made 
possible by half a century of pro- 
ductive art, should offer the shoe 
retailer and the manufacturer sales 
potentials that are bound to mean 
increased profits. The fashion-wise 
beauty of the Surpass colors, the 
soft silky grain and firm texture 
of the leather, and its fascinating 
dull lustre, are real: factors for 
“beauty in the finished shoe.” 


When writing advertisers please mention Boot and Shoe Recorder 
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| Fc Proof fl 
of the Pudding 


Florsheim quality is a tangible thing—it has been proven to the 













satisfaction of hundreds of thousands of men who know that “the 
extra wear of a second pair is built into Florsheim shoes.” While 
Florsheim’s nearly fifty-year-old reputation speaks for itself with- 
out supporting evidence, we would like to quote from a letter 


just received: 


“In April of 1934 my store was robbed of a pair of Florsheim 
shoes. Two months later they were found on the river bank . . . [ nN S toc bs 
in th time the river had risen and water had been over them 
ee Tue Tupor, 8-685; a wing tip in 


for at least five weeks. We dug the mud out, polished them up Ee i 
and gave them to a grocery clerk to wear, thinking they could 
not possibly last long. The boy is still wearing them.” While - oes $ 7. 5 
incidents such as this are necessarily rare, it is customary for AND 
Florsheim shoes to give many months of extra service . . . for this 
: 10) 
reason Florsheims are the largest selling fine footwear in the world. 





THE FLORSHEIM SHOE 


THE FLORSHEIM SHOE COMPANY @ Manufacturers e CHICAGO 
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